








...geared to reach ONE customer 
or 20 MILLION 








PROOF 


If you want proof that Caravel 


Pictures get results, check with 


Atlantic Refining Company, Inc. 
Wallace Barnes Company 
Beck, Koller & Company 
Bethlehem Steel Company 

Black & Decker Manufacturing Company 

Calco Chemical Company, Inc. 
S. H. Camp & Company 

Cluett, Peabody & Company, Inc. 

Congoleum-Nairn, Inc 
Davis & Geck, Inc 
Dictaphone Sales Corporation 
Eastman Kodak Company 
Ford Motor Company 
The B. F. Goodrich Company 
Gulf Refining Company 
Jenkins Bros 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Lead Company 
Goodall Company (Palm Beach Suits) 
Raybestos-Manhattan, Inc 
Socony-Vacuum Oil Company, Inc. 
E. R. Squibb & Sons 
Talon, Inc. 
U. S. Industrial Alcohol Company 


OR ANY OTHER CARAVEL CLIENT 








H~’ many customers and prospects does it take 
to justify a picture? And make it pay? 


We know of one instance where a Caravel picture, 
shown to a single prospect, switched a $12,000 con- 
tract — after it had been awarded (though not deliv- 
ered) to a competing company. 





On the other hand, we venture the opinion that 
out of some twenty odd million motorists in the 
United States there's hardly an owner who sooner or 
later doesn't get better service —buy more oil, tires, 
accessories — because of dealer-educational and fran- 


chise-building programs produced by Caravel. 


So, too, when Mr. and Mrs. Consumer are in the 
market for certain food products, drug items, wear- 
ing apparel, articles for home consumption, their 
purchases —in thousands of cases — are directly in- 


fluenced by Caravel dealer and consumer programs. 


When Caravel film programs lead to increased 
sales repeatedly, maybe it's only a coincidence. But 
the fact that we produce pictures for the same clients 
year after year suggests a different explanation. 
Worth investigating? Others have found it so. 











CARAVEL FILMS 


INCORPORATED 


New York ¢ 730 Fifth Avenue e Tel. ClIrcle 7-6112 


Chicago « Tribune Tower ¢ Tel. SUPerior 3422 












































































Insure Theater-quality 
Shows with Filmosound 


New 138 
plied in two models 


Filmosound now sup- 


(pictured) for 
Both incorporate 
projection and still pro- 


jection features. 


most quiet oper 


ation models 
reverse 
Ideal for use ir 
salesroom, showroom, moderate- 
sized auditorium, or hotel room 
There other, 


Filmosounds for larger audiences 


are more 


single-case 
for maximum portability, two-case 


powerful 











thousand dollars 


P= hundred and fifty 
worth of pitching skill and baseball 


brains. 


.. but he’s not worth a dime unless he 
wins! So it is with your business motion pic- 
tures. Their value can be measured only in 
terms of resu/ts. 


Here is a simple formula to insure the suc- 
cess of your commercial film program. Con- 
sult a good industrial film producer. Profit by 
his experience in this specialized field. Then 
choose projection equipment that will bring 
your story to the screen in flickerless, bril- 
liant pictures... accompanied by voice and 
music reproduced so realistically that your 
vour film 
. . forgetful of the mechanical mir- 


audience will be aware only of 
message . 
acle that makes modern sound-film projec- 


tion possible. 


FILMOSOUNDS have been chosen to pro- 
ject the screen stories of Chrysler, Ford, Gen- 
eral Motors, Purina Mills, Coolerator, C. G. 
Conn, Republic Steel, and hundreds of other 
firms. It is not surprising that these projec- 
tors offer a host of exclusive features con- 
tributing to easier operation and finer per- 
formance—for they are built by the same 
skilled Bell & Howell craftsmen who have 
fashioned the preferred studio equipment of 
Hollywood for more than thirty years. 


Write now for complete information on 
how Filmosound Projectors best meet the 
requirements for exhibition of industrial 
films. Use the coupon. Bell & Howell Com- 
pany, Chicago, New York, Hollywood, 
London. Established 1907. 


Showmanship—Today’s Formula 
for Selling 


BOOKLET —Executives will enjoy reading 
this crystallized story of modern industrial 
talkies--what they are doing for others 
and can do for to go about 
making a sales-building film, and how 
best to present your sales film. We shall 
gladly send you a copy of this 36-page 
book upon request. 








you, how 


1 

BELL & HOWELL COMPANY ! 
1808 Larchmont Avenue, Chicago, Illinois — ; 
Please send full information on ( ) Filmosound Pro i 
jectors, ( ) Silent Filmo Projectors. Also send ( ) special 4 
book, Showmanship, Today's Formula for Selling 1 
i 

TIN n6-6.04.o.40400-5-0:6.6,0000 000060 ER ab Oba pee Oe neHeR ee 908 b0% ] 
' 

ND 5 0 605060060 beS SSR O00 bbe Shes 6 EAE DSTORE RD COONS : 
Nc ct ccekedhtstnheeshethestenecewssangnbesus alee ; 
BS. Scvckb ebieawhhdvee0 et abwensecen SED a nkkareiss “2 
BS 6-38 ' 
tt tt tt tt tt 





CRAFT SMANSHIP-04u 


BURTON HOLMES FILMS, INC. 


7510 NORTH ASHLAND AVENUE CHICAGO, ILLINOIS 




















SPUN into the maze of steel and wire in 
a great bridge is the genius of three 
Master Builders . . . the Creative Genius 
that envisions its entirety . . . the Engi- 
neering Genius that makes this vision 
practicable . . . the Production Genius 
that calls it into being! Because so much 
vital, human contact depends upon its 
mighty span, every factor in its building 
must evolve from the best thinking of 
these three, skilfully co-ordinated into 
one perfectly blended achievement. 


So it is with Wilding Sound Pictures, that 
irresistible medium which bridges the 
gap between your Client and his Market! 
Each step in Creation, Direction and 
Production is the work of Master Builders, 
trained through years of association with 
the Picture Industry and broadened by 
long contact with dozens of famous 
Clients. Only from such a background 
can your Client hope to obtain Sound 
Pictures that are fully co-ordinated to 
extract the maximum of dramatic Selling 
Power from his operation . . . and then 
convey it directly to the Field! 


| 


More convincing than any words of ours 
are Wilding Pictures themselves ...a 
line on your stationery will arrange a 
presentation of some of these unusual 
Sound Pictures. 


ke kb .. ae oe ee ee 


~sMesy 
do WILDING PICTURE PRODUCTIONS 
... bag Wilding! NEW YORK ee 
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FILM FORUM EL 


POINTS DISTRIBUTION NEED 


Editor of Business Screen: 

In 1935 and 1936 we engaged 
in a moving picture activity in our dealers’ showrooms, 
rented halls, etc. as a purely advertising venture. 

Surveys of the effectiveness of the program showed that 
the influence of the moving picture on the prospective 
purchaser was extremely high but that the coverage we 
secured was very low. The net result was that the bad 
offset the good to an extent that it was impractical to spend 
further monies to secure larger audiences. 
More recently, moving pictures have been used in our 
business as a medium of sales education. In this respect I 
can say that nothing has proved more effective. While the 
cost has been high we have been amply repaid for the 
expenditures. 
In reply to your question as to my opinion on the needs 
and future aims of the commercial film business, I can only 
say that the biggest obstacle to be overcome is to get 
coverage at a cost that is somewhere reasonable. This - 
of course does not preclude the need for good scripts, 
good direction and a good cast ... all of which are 
essential to a successful production. 

Yours very truly, 

G. R. Browder 
Assistant General Sales Manager 
Oldsmobile Division, Gen. Motors 


Our editorial thanks to Mr. Browder for his frank 
reply to this editorial solicitation for prepublica- 
tion comment. It is such letters as this which help 
much to shape our future editorial course. 


CANADIAN INDUSTRIES LTD. WRITES 


Editor of Business Screen: 

I was greatly interested to re- 
ceive your letter this morning as it happened to coincide 
with a meeting we held yesterday to discuss the subject 
of institutional merchandising and educational films. 

We have in the past prepared several silent films for some 
of our Divisions, but, like so many industrial shorts, they 
have been unsatisfactory in many respects and their con- 
tent has restricted their circulation. Irrespective of what 
we may do with movies, the Publicity Bureau is at present 
building a series of glass and film slide lectures which will 
be used in schools and before clubs. 

Yours very truly, 

Canadian Industries Limited 

C. P. C. Dowhman 
Publicity Manager 


Business Screen hopes that its content material 
may in some measure guide the film destinies of 
Canadian Industries, Ltd. Welcome, indeed, will 


be comment after a reading of the first issue. 


DICTAPHONE’S ADVERTISING MANAGER 


Editor of Business Screen: 

Enclosed is a small booklet 
which describes briefly the story of the Dictaphone talk- 
ing motion picture “Two Salesmen in Search of an Order.” 
As it indicates, it is a lesson in salesmanship that speaks 
for itself. 

In developing the picture, we endeavored to provide an 
entertaining yet informative story which would describe 
some of the many advantages of the Dictaphone System. 
Care was taken to avoid too much direct sales propa 
ganda. With that in mind, the picture was written around 
the universally interesting subject “Salesmanship.” In 
“Two Salesmen in Search of an Order” we depict both the 
good selling technique and the bad. During the course of 
this general treatment, many features of the Dictaphone 
System, not fully appreciated by the general public, were 
emphasized as part of the selling technique. 

The picture has been in use for about a year and a half. 
It has been shown before many important groups through- 
out the country. 

The picture is used for two purposes — one is to train our 
own sales staff in the proper technique of selling Dicta- 
phones, and the other is to interest and educate the public 





in the conveniences of the Dictaphone System. It is shown 

before civic and business groups, sales clubs, and before 
many large sales organizations. In addition, many private 
showings have been arranged in local offices of prospects. 
We have had very good results from our use of this talking 
motion picture, not only in the widespread interest it has 
created in our equipment but also in a number of sales 
which can be credited directly to the picture itself. 

Yours very truly, 

R. T. Harris 

Advertising Manager, 

Dictaphone Sales Corporation 
The subject of the full-length article in an early 
issue, Dictaphone’s experiences with the film me- 
dium are well summarized in this courteous reply 
to our prepublication query. Business Screen joins 
the business men who have profited from Dicta- 
phone’s fine sales picture in thanking Mr. Harris. 


NATIONAL BISCUIT COMPANY: 


Editor of Business Screen: 

We enclose herewith a copy 
of the May-June issue of our “N.B.C. Magazine”. On pages 
6 and 7 you will find a short story about “Romance on 
Main Street”. Since that time the results have been equally 
gratifying. 


Several months ago we used a sound slide film entitled 
“What Makes a Good Cracker Good?” This was exhibited 
to our salesmen and was well-received. 

Yours truly, 

S. N. Holliday, 
NATIONAL BISCUIT COMPANY, 
Advertising Department 

Newspaper clipping files of the magazine are gen- 
erously filled with items noting the wide popular- 
ity of N.B.C.’s Romance on Main Street, now in its 
second year of successful showing. A review of 


Winners With Wheat, latest in the N.B.C. film 


family appears on page 37 of this issue. 


FROM CATERPILLAR TRACTOR: 


Editor of Business Screen: 

We are pleased to attach an 
article dealing with the use of motion pictures. To go with 
this we are including some photographs that might be 
useful for illustration purposes. 


It is a great pleasure to supply this material, and if we 
can be of further service in future issues of your inter- 
esting publication please say the word. 

CATERPILLAR TRACTOR CO. 

Very cordially yours, 

P. C. Smith 
Advertising Department 

\ full-length feature article on the Motion Picture 
Department at Caterpillar is thus reposing in our 
files. Knowing that our readers will appreciate 
sharing the experiences of this great manufacturer. 
Business Screen will bring it to them in an early 
issue. For the careful preparation and generous 
cooperation exhibited by Caterpillar’s correspond- 
ent, we are indeed grateful. In return, it is our 
sincere hope that the pages of this book may repay 
a service in bringing the valuable experience of 
others to Caterpillar. 


FROM ELI LILLY & CO: 


Editor of Business Screen: 

Mr. Clark has referred to this 
department your letter asking our views on the use of 
motion pictures in business. We were pioneers in making 
that is, in this industry 


motion pictures of our business 





A DEPARTMENT OF LETTERS EDITED BY 
& FOR THE READERS OF BUSINESS SCREEN 


and we were also pioneers in bringing out what we be- 

lieved to be the first sound picture produced in the phar- 
maceutical industry. 
We have no contact with the layman. Our films are shown 
before drug audiences and medical groups and so we are 
unable to give you the reaction that might be expected 
from lay audiences. 
We hope that when Mr. Clark has had an opportunity to 
look at “Business Screen” he will send it to us because we 
will be interested .n looking it over. 

ELI LILLY AND COMPANY 

Very truly yours, 

H. S. Noel 
Director Trade Relations 


Here is a field as yet little discussed and yet pos- 
sessing vast opportunities for the film medium. 
Medical films are, of course, widely used, but the 
extent of potentialities among lay audiences awaits 
Business Screen’s first thorough survey of the field. 


DENNISON MFG. COMPANY: 
Editor of Business Screen: 


We are adding your name to 
our mailing list so that you will receive our house organ 
“What Next?” regularly. 

We have no recent film production in which you would 
be interested, although we are now working on one which 
might possibly furnish some material for your magazine 
when it is finished. 
I shall look forward to seeing the first issue of “Business 
Screen” as soon as it is issued. 

Yours very truly, 

DENNISON MANUFACTURING CO. 

W. J. Walker 


Advertising Department 


When Dennison is ready to release news of its 
latest film-in-production, Business Screen hopes to 
tell about it. 


WOOL ASSN. WRITES: 


Editor of Business Screen: 

Thank you for giving us infor- 
mation about your publication. We have considerable 
promotional data as well as photographs from both our 
films “The Seven Wonders of Wool” and “Suitability Sells 
Suits”, both of these being department store training films. 
We also have considerable data in the way of comments 
from leading department stores. 

If you will advise me just how many photographs you 
can use, and whether you wish to run the first article on 
our initial film “The Seven Wonders of Wool”, or to cover 
both of them, we shall be very glad to furnish you with 
the necessary data. For your information almost 60,000 
people have viewed our “Seven Wonders of Wool” film, 
the bulk of these being in department stores. We are en- 
closing for your information a copy of the Leader’s Guides 
on each of these films, together with one of the small 
follow-up books that is distributed to the individual after 
they have viewed the film. As the supply of these books 
is rather lew at the moment, we would ask that you hold 
these for further notation when you write your story. 

Very truly yours, 

Mrs. Minna Hall Carothers, 

Director, Dept. of Retail Sales Promotion 

ASSOCIATED WOOL INDUSTRIES, INC. 


A complete section on the use of slide films and mo- 
tion pictures in the department store field is a 
feature of this first issue. The section is not a “one- 
time” affair but the beginning of a determined 
effort to aid department store executives. In this 
issue, Business Screen has scheduled some of the 
material supplied by the Wool Association and 


(Continued on Page 9) 























THE DA-LITE MODEL D 


One of the most popular table models. 
Its Da-Lite Glass-Beaded Screen is roller- 
mounted in a leatherette-covered box. Sin- 
gle collapsible support locks automati- 
cally when screen is raised. 10 sizes from 
22” x 30” to 72” x 96” inclusive. 





























MEET EVERY PROJECTION 
REQUIREMENT 





For brilliant, professionally smooth presentations of your business 
films — equip with Da-Lite Business Screens. They are made in many 
styles to meet the diversified projection requirements of homes, of- 


fices, auditoriums, training class rooms and other places where films 








might be shown. They include table models, tripod models, rear pro- 


jection screens, hanging screens, and regular theatre sound screens. 





The Da-Lite Electrol, a new large hanging roll screen, is electrically 
operated and can be controlled from any part of the room. 


Da-Lite surfaces include Mat White, Silver and Glass Beaded. For 
the average projection requirements, the Da-Lite Glass Beaded surface 
is recommended. It reflects the maximum of light without sparkling or 


glare. The beads are guaranteed shatter-proof. 


Da-Lite portable screens are light in weight, easy to set up and fold 
to compact size for easy carrying. All Da-Lite Business Screens are 


built of quality parts by skilled craftsmen, to give the utmost in long, 


THE DA-LITE 
CHALLENGER 


For unequalled convenience, experienced film 
users prefer the Da-Lite Challenger. It con 
sists of a Da-Lite Glass-Beaded Screen, roller- 


economical service. 


FREE! 
SCREEN DATA—Fvery 
Film User Needs 


Gives you facts and charts on the light re- 
flective properties of various screen sur- 
faces, pointers on the care of screens, and Cag 
full details on the world’s most complete 
line of Business Screens. 


mounted in a metal case to which a tripod is 
pivotally and permanently attached. It can 


be set-up in 30 seconds. Square tubing in the 





center rod and extension support (an exclu- 
sive Da-Lite feature) prevents the case from 





turning and throwing part of the picture out ‘a ’ y 
of focus. Fully adjustable in height. Square Mail Coupon Now 4 ” 


sizes (for showing slidefilms) can be ad- 





DA-LITE SCREEN COMPANY, INC. 
Dept. 6 B, 2723 No. Crawford Avenue, Chicago, Illinois 


Send your FREE SCREEN DATA BOOK at once. 


justed to rectangular shapes (for showing 
motion pictures). 12 sizes from 30” x 40” to 
70” x 94” inclusive. 








Name 





Firm Name 








Quality Screens for 
Twenty-Eight Years ~~}... 
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Movies At Movies At ‘ 
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In 
Hotels and Theatre 
' Club Lobbies Lobbies 
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Note the simplicity and compactness of "A constant, fool-proof, gear-driven, con- 
the Flolite mechanism. Its prismatically tinuous action of film in Flolite, with com- 
plete film protection. The film is packed 
in a covered container free from heat. 
motion. , dust, and dirt. 


seeae8 


shaped mirrors eliminate intermittent 


THE WORLD'S FIRST SUCCESSFUL AUTOMATIC CONTINUOUS PROJECTOR 


Heretofore, film advertising has been confined to theatrical and non-theatrical screens. With 
Flolite it is possible to distribute your commercial films in as many locations as desired, in any 


community, City or State, in retail, food, drug and cigar stores, department stores, cafes, depots, 







window and store displays, hotel, theatre, club and office lobbies, conventions, public build- 


X 


ings and numerous other similar places. 


h In all Types 
of 


Retail Stores 


Flolite is a miniature theatre, combining mechanism, screen, motor, sound and speaker. Through 
a series of prismatically shaped mirrors, it eliminates intermittent motion and flicker. Flolite is 


Window and 


equipped with a special General Electric lamp, guaranteed for 500 operating hours, as compared 





Pa 


with 25 or 50 hours on projectors using higher wattage lamps. . 
Store Displays 


Through a series of specially designed reflectors, it is possible to project brilliant pictures, even 


ry 


in broad daylight or under artificial light . . . darkness is not necessary. Flolite has a capacity up 


to 1,000 feet of 35 mm. film which automatically repeats as long as you want it to. Flolite is 61” 


high, 25” deep, 19” wide and weighs only 85 pounds. The cabinet is made of solid walnut, artisti- 
cally inlaid. The screen is 15” x 12” with absolutely no “dead lighting spots”. 
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Take advantage of this media for circulating your commercial films. Consult your own producer 
or write direct to us for our new fourteen page color booklet. 


Flolite congratulates Business Screen for filling an important 
need in film advertising. It seems coincidental that both 
Flolite and Business Screen make their bow at the same time. 
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Flolite world preview at Booth 7, Advertising Federation of America 34th, Annual Convention 
and Exposition, June 12, 13, 14, 15, 16, Detroit. 


FLOLITE MOTION PICTURE CORPORATION 


FORMERLY ADVITAGRAPH CORPORATION 
Producers- Distributors of Advertising Motion Pictures « Manufacturers of FLOLITE Continuous Projectors 


540 NORTH MICHIGAN AVENUE + CHICAGO 


HOLLYWOOD. CALIF NEW YORK CITY DETROIT. MICH, LOUISVILLE. KY and 
ROCHESTER, N. Y MINNEAPOLIS, MINWN ST. LOUIS, MO and‘other principal cities ™ 
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In Conventions 


Transportation 





Terminals as 
Members + Advertising Federation of America Expositions 


. 
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FILM FORUM: a Department of Letters 


a more complete story of the work of this organi- 
zation will appear later. Business Screen favors 
a widely varied supply of training and promo- 
tional films for extensive use in department stores 
and hopes that national advertisers will appreciate 
the opportunities offered for a major cooperative 
drive to perfect distribution of good consumer 
‘films to department store audiences. The present 
lack of facilities in such stores further stymies the 
many excellent productions. However, a complete 
program of such pictures made available to de- 
partment stores on a national scale would soon 
make the small investment required in audience 
facilities cost worth while. In that event, the sev- 
eral applications of films suggested in sketch-book 
fashion on other pages of this issue (29-36) would 
then become much needed actualities. Store execu- 
tives interested in this program may also secure in- 
formation from the offices of the National Retail 
Dry Goods Assn., 101 West 31st Street, New York 
City, addressing the Personnel Group. 


NATL. ASSN. of MANUFACTURERS: 


Editor of Business Screen: 

In the past four years we have 
made four motion pictures, all for mass theatre audiences. 
Our pictures have all been designed to recreate in the 
minds of the mass audience a respect for the American 
Industrial System with its rewards and its opportunities. 
Naturally we have not been interested in advertising any 
particular product or industry but have used the screen to 
get over a mass impression to a mass audience. 

Under the circumstances we have been highly satisfied 
with the results achieved to date and we have found that 
the pictures we have produced so far have been popular 
and highly acceptable with theatre managers and theatre 
audiences. I am afraid we have not gone sufficiently into 
the motion picture field to make any further observations 
on the subject. We have made no pictures for the purpose 
of creating a better understanding between the employer 
and the wage earner and do not feel competent to com- 
ment upon that subject. 
On the basis of our own experience we have planned to 
go further into the motion picture field and hope within 
the near future to produce more pictures. 

Sincerely yours, 

James P. Selvage 
Director of Public Relations 


Two recent productions of the Manufacturers’ As- 
sociation have recently been seen by theatrical au- 
diences throughout the country. One ofthese, Fron- 
tiers of the Future, is summarized on page 37. The 
need for better understanding is well served by 
these films. That their distribution is directed to 
theatrical audiences is also extremely interesting. 
From our own experience gained while witnessing 
one of these pictures, we can agree that a theatre 
audience did find the picture highly acceptable. 


DEPARTMENT of INTERIOR: 


Editor of Business Screen: 

Your plans for the magazine 
“Business Screen” seem good and I feel certain there is a 
spot for the sort of publication you have in mind. I appreci- 
ate your asking me to contribute to an early issue and ] 
shall respond with a story on our activities within the next 
two or three weeks. 


Would you like to have pictures with the story? We can 
furnish them of our camera and laboratory work and of 
scenes from our films. They might help the story along. 
Paul Rotha, the young British producer, spent a while with 
me here in Washington last week and mentioned your 
publication plans. He agrees that there is a place for your 


magazine. If you have not already done so, it might be ad- 
visable for you to write him care of The Museum of Mod- 
ern Art Film Library, 485 Madison Avenue, New York City. 
Please let me know if there arise occasions when | can be 
of assistance in getting your new publication on its way. 
Ten years in the newspaper business have injected into 
me a perpetual interest in new publishing ventures. 
Sincerely yours, 
Fanning Hearon, 
Director, Division of Motion Pictures 


U.S. DEPARTMENT OF INTERIOR 


Since correspondent Hearon’s letter, he has been 
on leave directing the production of Mr. James 
Cromwell’s much discussed Jn Defense of Capital- 
ism. Which makes for some kind of a paradox but 
probably illustrates how very stable we commer- 
cial film folk really are. Poetic justice has appar- 
ently triumphed in New-Dealer Hearon’s defense 
of Mr. Cromwell’s Capitalism. Seriously, the ex- 
cellent work of the Department of the Interior has 
been responsible in no small part for millions of 
enjoyable vacations on the Seeing-America-First- 
Plan; for a better understanding of a thorough 
government service and for the sponsoring of such 


important programs as forest conservation. 


A VOICE FROM THE AUDIENCE: 


Editor, 
Clarksville (Ark.) Herald-Democrat 

When I decided to attend the showing of “The Star in 
My Kitchen” the moving picture cooking school now 
showing each afternoon at the Strand theatre, | was un- 
prepared to witness such a really enjoyable demonstration 
of how to prepare good things to eat, or to see unfolded 
a really thrilling love story as well. 

I went to see the picture merely because | thought I 
would see some of the usually highly advertised products 
on display and possibly gain some few ideas for the 
preparation of food. 


The love story which runs through “The Star in My 
Kitchen” so uniquely unfolds the methods of properly 
preparing various dishes by the activities of the feature 
actors, a young girl and boy who become lovers, thus 
producing the situations which bring about the demonstra- 
tion of the proper preparation of food. 

It has been my pleasure to attend several cooking 
schools of one kind or another but never before have | 
witnessed a more interesting presentation of the proper 
preparation of so many attractive dishes. I could of course 
tell of the many interesting situations which are solved 
in the picture but to do so would be to spoil the pleasure 
of those of you who see it. 

My only advice to women is to see this interesting and 
entertaining picture and if possible get friend husband 
to go with you as you will both enjoy it 

Mrs. Ed. Schultz 


Business Screen presents this unusual contribution 
-not from a reader but from a member of that 
all-important sorority, the women who see com- 
mercial films. Not the first enthusiast, Miss Schultz 
is our typical movie-goer of the month and her re- 
actions are directed to the home town papers which 
help promote the showing of Star in My Kitchen. 
Star in My Kitchen is the best way we know to get 
over the real selling job being done with consumer 
films. The Pictorial Cooking School production 
has literally filled our press book with clippings 
from the many cities where it is being shown. Co- 
operative newspaper promotion in this manner 
has been profitable to publishers and film produc- 
ers alike and the national advertiser has gained 
tremendous favor as well as real sales results. 
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“SYNC!” 


Technically — motion pic- 
tures are synchronized 
(voice matched to lip move- 
ment) with “clap-sticks”. 

But technical production is 
only one part of our work. 
For the past twelve years, 
our creed has been “Every 
picture produced must syn- 
chronize with the client's 
particular needs.” 

Our rapidly growing list 
of clients attests to the suc- 
cess of this policy. 
INTERNATIONAL HARVESTER CO. 
STEWART-WARNER CORP. 

JOHN MORRELL & COMPANY 
ALLIS CHALMERS MFG. CO. 
LIBBY, McNEILL & LIBBY 
CATERPILLAR TRACTOR CO 
ROCK ISLAND LINES 


MONTGOMERY WARD & CO. 


AMERICAN COLLEGE OF 
SURGEONS 


ELGIN WATCH COMPANY 
REID MURDOCH & COMPANY 
CULVER MILITARY ACADEMY 


CHICAGO 


FILM 
LABORATORY, INC. 


SOUND STUDIOS 


18 West Walton Place 
CHICAGO, ILLINOIS 


MOTION PICTURES . SLIDE FILMS 
RCA ULTRA-VIOLET RECORDING 

















WE TIP OUR HAT TO BUSINESS SCREEN.. 





Take a Bow for Successful | 


| 


“MINUTE MOVIE’ | 


campaigns for such ad- 
vertisers as.... | 


LUCKY STRIKE... ALKA 
SELTZER. ..QUICK ELAS- 
TIC STARCH... CHEVRO- 
LET . .. WESTINGHOUSE 


and many others! 
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, oo prominent film com- % 
panies are our co-distributor mem- 
bers. They are the only ones in the 


General Screen Advertising set-up. 


Alexander Film Co. 
3200 N. Nevada St. 


Screen Adettes, Inc. 
925 N. W. 19th Ave. 
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Greetings to Business Screen and to our more- chandise and describe its merits. It shows ’em 


ColoradoSpr’gs,Colo. Portland, Ore. 
Green's Adv. Agcy. 
625 Market Street 


San Francisco, Calif. 


Screenad Exchange 
158 State St. 
Binghamton, N. Y 


Tad Screen Adv. Inc. 
4310 Bryan St. 
Dallas, Texas 


Ray-Bell Films, Inc. 
2269 Ford Road 
St. Paul, Minnesota 


MACY & KLANER, INC. 
Wrigley Building 


230 Park Avenue 


New York City Detroit, Mich. 





Chicago, Illinois 


JAM HANDY THEATER SERVICE, INC. 
General Motors Bldg. 


than-a-score of successful clients. 

To other advertisers we say simply this: We 
can take YOUR product and introduce its 
merits to your prospects from the motion pic- 
ture screen (7500 available theatres from coast 
to coast!). Such Minute Movies can thor- 


oughly, completely demonstrate .our mer- 


WRIGLEY BUILDING 


( 
MINUTE 


WATION-WIDE \ 
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GENERAL SCREEN ADVERTISING, 


Member A. F. A. 


and tells ’em—that’s why it sells ’em! Make a 
date with your prospects at the Movies—the 
one time when you can be assured of individ- 
ual attention. No pages to flip—no dials to 
turn—your advertising will be seen and heard! 
Write today for full details and for campaign 
results experienced by present users! 


INC. 







CHICAGO, ILLINOIS 


MOVIES 


ADVERTISING 








recognition of what appears to the ad- 
vertising and amusement press as the 
commercial film “subject of the hour.” 
This concerns the distribution in “en- 
tertainment” theatres of “advertising” 
movies. We prefer to think that almest 
everybody concerned has been guilty 
of over-statement. The advertising ap- 
pearing on the screens of over 7,000 
theatres throughout the country will 
very likely continue to appear there 
just as it has for more than twenty 
years. Economic circumstances, as a 
matter of fact, point to an increase in 
the number of theatres exhibiting 
short features and “minute movies.” 


EDITORIALLY WE HAVE TAKEN LITTLE | VOLUME 1 BU SINESS SC R EEN NUMBER I 






ASIDE FROM THE CONTINUED IMPROVE- 
ment in color and subject matter of the 
*minute movie” and theatrical distri- 
bution of such subject material as the 
animated cartoons used by Metropoli- 
tan Life, Ipana and Fisher Body, the 
field in which the motion picture med- 
ium has found its greatest opportuni- 
ties for service is that of “natural dis- 
tribution.” Perfection of distribution - 
programs by existing organizations 
and the availability of the film medium ¢ O ~~ 2 Bee we S 
to the great marketing fields offered 

by all types of retail establishments is 
here regarded as the most important 
subject of the hour. To that end we de- 
vote special departments such as the arms 
present section “Motion Pictures in the 
Department Store” in this first issue. Film Forum 6 Films on My Budget? 22 


THE MAGAZINE OF COMMERCIAL & 
EDUCATIONAL MOTION PICTURES 





Cover Illustration and Design by William Kosloff 





AS THE FIRST ISSUE OF BUSINESS 
Screen goes to press, only a few ran- The Power of Films to Sell 13 Sales Results with Pictures 23 
dom thoughts remain in the fatigued 
mind of the editor. Thousands of 
wands. few of which este ts meeneens International Harvester 14 This Animating Business 24 
up to the significant power which the 
motion picture medium alone posses- 
ses, repose unprinted among the left- 
overs of a first issue. Also left in our 
bulging files are hundreds of case his- Salesmen Get the Idea 19 
tories which illustrate successful appli- 
cations of films to all types of business 
problems. Merchandising surveys, Technicolor Tells the Story of Steel 20 Brief Reviews of Current Releases 37 
charts, tables and columns of editorial 
comment whirl in one chaotic mass 


past our weary and regretful gaze. PROMOTION AND DISTRIBUTION 


New Dimensions in Advertising 17 British Documentary Films 2 


Motion Pictures in the Department Store 29 


NOTEWORTHY AMONG THE CONTRIBU- 
tions included in this first issue are 
those offered by Paul Rotha, by H. M. 
Beresford and the interesting depart- Films for the World Fair Millions 48 You Ought to Read 
ment store sketches arranged specially 
for Business Screen by Barnes & Rein- 
ecke, our consulting industrial design- Standard Oil Film Wins Rural Friends 49 Equipment Review Section 59 
ers. We hope to have the time and the 
space in our next issue to introduce 
many of these contributors to you. 


Coolerator Movie Sets Audience Records 45 The Commercial Newsreel 50 


56 





BUSINESS SCREEN MAGAZINE, ISSUED BY BUSINESS SCREEN MAGAZINES, INC., TWENTY 
One further thought occurs —a 
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Youn PRODUCT probably has more romance, 
thrills, humanity, history, and downright friendliness 
than could be found in two volumes of a best seller. 
We think people would like to know about it—to look 
beyond your product's label — to see it live and hear 
how their own lives could be benefited through your 
product. Movies are the modern medium for doing 
exactly this. But like the pudding, the proof of a 
movie is in the showing. ® That's why our net- 
work of 41 cities throughout the United States 


has been set up to provide you with projection 
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service any time, any place, anywhere; that’s why a 
competent personnel has been trained in the exploi- 
tation and booking of motion pictures; and that’s 
why our organization is equipped to work out with 
you a national campaign for circulating your talking 
pictures, to the better buying power. Through the- 
atres, through clubs, through specific audiences, any 
time, any place, anywhere, with maximum cover- 
age. ® Advertisers everywhere are taking advantage of 
the Modern way of meeting their consumers. Don’t 


be left behind. Write now for complete information. 


MODERN TALKING PICTURE SERVICE, INC., NINE ROCKEFELLER PLAZA, NEW YORK, 





OF GOOD SHOWMANSHIP 


NEW YORK 
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Here is a man with the world at his command. He 
is the salesman of your business and he carries with 
him on his calls a film projector in which is threaded 
your tried, tested and most successful sales story. 
As he chooses, an audience of several million may 
await this man; otherwise, he may “tell’’ this story 
to a single other individual and return the profits of 
a year’s labor. Multiply this salesman by a thousand 
and ten — equip each one with the right message 


os 


and they'll sell America out of “recession” in twenty- 


four hours! 

For ever since the birth of motion pictures and 
matching the development of the medium for en- 
films 


have moved apace, beside the glamour that is Holly- 


tertainment — industrial and _ educational 


wood. But business films have little in common with 


that mythical kingdom for theirs is a world of sober, 


ower of films to se 


realistic fact. In recent years, the realization that 
these facts possessed tremendous dramatic power has 
given rise to a new and greater era of motion picture 
development. Together with untold technical ad- 
vancement in color and sound they are giving mil- 
lions of Americans a new educational form, a new 
advertising medium, a new method of sales training, 
a new way of getting understanding of significant 
events... and all of these far greater in effect and re- 
sult than any other method of idea communication 
in modern business. 

The mastery of this tool is not yet complete. When 
a near-perfect production with a significant purpose 
achieves its goal . . . audiences cheer and applaud 
its accomplishment. Even the numerous pitfalls of 
artistic and technical imperfection into which many 


films fall do not hinder them from a measure of 
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success ... 80 excellent is the medium and so simple 
and complete is its means of getting the message 
understood by its audience. 

To increasing numbers of commercial and in- 
dustrial concerns throughout the country, motion 
pictures are becoming a vital part of advertising, 
sales training, public relations and other activities. 
The significance of the motion picture’s changeless 
perfection of detail, its vast panorama of scene and 
the direct, positive personality of its delivery to the 
onlooking audience are important factors in the up- 
ward trend of the commercial motion picture indus- 
try during 1937 and 1938. The motion picture com- 
petes with no other medium of expression — it ex- 
cels all of them as the most perfect medium for 


advertising and selling yet known to business. 








INTERNATIONAL HARVESTER 
A pioneer of I9{1 shows the way in 1938 


Two YEARS ago, almost eight million people attended thirty-six 
thousand performances of business motion pictures prepared and 
shown by America’s picueer exhibitors, the International Harvester 
“ompany. Harvester has used films since 1911. 

That the totals for 1937 approximate well over 10,000,000 people 
is a reasonable estimate. From December, 1934 to the present, Har- 
vester has released 47 reels of sound motion pictures. None of these 
are intended for pure entertainment purposes. All of them have the 
sober and earnest task of selling Harvester products to potential Har- 
vester customers. Nor is this selling confined within the boundaries 
of the United States. Recently Harvester films have added French, 


Spanish and German sound tracks. Foreign shipments to Canada, 
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South America, Europe, South Africa and Australia are now fairly 
common. 

In the early months of 1938, there were 2800 prints of recent Har- 
vester film productions being circulated. These consisted of approx- 
imately forty different subjects and a total of about seventy prints 
were needed to supply the demand for each of the subjects. Harves- 
ter motion pictures first sell their audiences the value of farm ma- 
chinery and then dwell upon the advantage of Harvester products. 
Naturally, most of the showings are made possible during the winter 
months when farm activity is at its lowest ebb. Then Harvester’s 
8,000 dealers have made most of their headway in arranging shows. 


Harvester pioneered the business film field when it produced a 
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film entitled Back to the Farm in 1911. The first Harvester film 
starred Beverly Bayne, famed star of that era, and was as popular as 
its descendants with rural audiences. The advantages of modern 
farm equipment were pictured. The motif is changed somewhat to- 
day, but the motive remains the same. Harvester produces on a large 
scale to aid its selling organization. For machinery demonstrations, 
the medium is unexcelled and Harvester’s dealers are able to bring 
to their customers, field performances of their equipment — now 
an indispensable element in the local sales program. 

Harvester’s use of pictures in 1911 practically dates the applica- 
tion of this medium to industrial and advertising uses except for 
isolated experimental attempts. Since that time, Harvester officials 
say, their pictures have been produced in great variety and each in- 
dividual picture has had its specific purpose. Sales promotion, in- 
stitutional publicity, sales organization training and entertainment 
have all figured largely in the Harvester film program. 

In the days of its silent films, Harvester’s picture production was 
handled entirely within its own organization except for laboratory 
work and some photography. Before the introduction of sound, Har- 
vester had built up a sizeable library of silent motion picture films 
covering the activities of the Company. With the introduction of 
sound, the Company abandoned its silent film program and began 
to build a new library of sound films. The Company’s sound picture 
program has made it necessary for Harvester to rely on the services 
of industrial film specialists and the Company for the first time as- 
signed complete production of several films to studio organizations. 
Control and supervision of narrative ideas and sales objectives how- 
ever is carefully maintained by Harvester. Mr. L. A. Hawkins of the 
Chicago headquarters office is in charge of the visual program. 


The method of distribution of these films has been made more or 
less standard. Pictures produced each year are made for the primary 
purpose of showing at “power-farming entertainments,” which are 
held in farm communities during the winter months. Harvester deal- 
ers hold these entertainments in cooperation with the regional branch 
house organization. These programs are arranged with the use of 
equipment which is maintained at each of these regional branch 
houses. At the close of the season, prints are returned to the Com- 
pany for distribution through various motion picture film circula- 
tion channels to schools, colleges, Rotary and Kiwanis Clubs, thea- 
tres, etc. But all motion picture projection equipment remains at the 
branches and it is the duty of one of the men in each branch house 
organization to make local arrangements for the showing of films 
throughout the rest of the year. 


While films produced each year follow closely the anticipated 
sales organization, Harvester does not make a definite attempt to tie 
up its films with other advertising activities. Neither does the Com- 
pany consider the direct sale of equipment an important aim for its 
film program. Although this occurs from time to time, the films are 
considered as sales promotional background which definitely assists 
salesmen and dealers in closing their orders. 


Entertainment is an important element in all Harvester produc- 
tions. Pictures made in the rice fields of Louisiana are popular with 
the wheat farmers of South Dakota and Canada. Likewise, an inter- 
change of subject material brings supplementary entertainment to 
relieve direct selling films. Harvester publishes a promotional book- 
let entitled the “Short Course Plan, A Community Meeting for Farm 
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Folks and Town Folks.” This booklet outlines a thorough promo- 
tional program used in setting up a local entertainment. Here Har- 
vester bases the greater part of its promotional activities on local 
participation and advises the appointment of numerous local com- 
mittees. These committees aid the local dealer in conducting large 
meetings and they bring hundreds of additional people by their en- 
thusiastic activities. Some printed promotion is used, such as tickets, 
invitational folders, posters and badges. And the local programs 
are accompanied by recognized speakers on farm subjects. This is 
extensively done in the case of agricultural extension meetings and 
agricultural short-course programs. The film company’s activities, 
therefore, may be summarized as three-fold. Its basic power-farm- 
ing entertainments account for the largest general circulation and 
direct sales efforts. The short-course agriculture extension pro- 
grams are somewhat similar. Finally, the general circulation of these 
numerous subjects in the Harvester sound motion picture library ac- 
counts for the rest of its approximated audience of 10,000,000. 

A list of Harvester sound motion pictures made since 1934 fur- 
nishes the best sort of evidence of the consistency of the Company’s 
program. Some of these were entirely made in the studios of indus- 
trial film specialists; many of the others were made through the use 
of local producers’ facilities in the regions which Harvester wanted 
to add to its library. For example, considerable footage on rice farm- 
ing is arranged for through an industrial producer in that territory, 
the film story of Boulder Dam was the work of a Pacific Coast pro- 
ducer. Productional units in the North West, on the Atlantic Sea- 
board, in Florida and Texas and in the many other states in which 
Harvester equipment is in daily use were engaged by the Chicago 
department. In such cases, editing of footage supplied by these pro- 
fessional producers is done in Chicago, and all of the Company’s 
laboratory work is also purchased there. Titles of the productions 


listed herewith tell the rest of Harvester’s story. 


RECENT HARVESTER SOUND MOTION PICTURES 
1935 PrRopUCTIONS REELS 
The Story of Binder Twine (Canada) one 
Skimming the Cream (Canada) two 
Made in Canada (Canada) four 








The Building of Boulder Dam 
The Farmall Does the Job 


International Harvester Diesel 


Reels: 


Farm Inconveniences 
Terracing to Save Our Farms 
McCormick-Deering Corn Planter Tells Own Story 
International on the Job 
Pay Dirt 
International Power in Industry 
Looking Into the Farmall 12 
Soybeans for Farm and Industry 
School Days 

1936 PRopUCTIONS 
International Trail to Transportation Economy 
A Farmer Talks About Tractor Service* 
When Snow Comes ( 16-millimeter only ) 
Canadian Trail (Canadian) 
My Modern Farm 
Popular Features of Farmall 12 
Quickest On! Quickest Off! 
Power on the Potato Field 
To Market and Home Again 
International Logging 
From Trees to Lumber 

1937 PRODUCTIONS 
Romance of the Reaper ( Revised ) 
Practical Magic 
When You Think of Moving 
Message for Webber 
Our Daily Bread 
Earth Moving 
The Right Material in the Right Place 
Power for the Oil Industry 
Harvester-Threshers for Every Farm 
Rice, the World’s Oldest Food Crop 
Power Units for Power 

* All V oice-Over Sound-Except (a) 


one 


one 
three 
one 
one 
one 
one 
one 
one 
three 
one 
one 


four 
one 
one 
four 
one 
one 
one 
one 
one 
one 
one 


three 
two 
one 
one 
one 
one 
two 
one 
one 
one 
one 


























A “BUSINESS FILM’”’ is, in essence, a sales tool. Its function is to tell a 
sales story to the potential consumer audience. Its sales appeal may 
be direct or indirect; it may be timed to tell its story in two minutes 
or two hours; it may have cost $100 to make or $100,000; it may be 
shown on a salesman’s projector across a prospect’s desk, or it may 
have gala presentations in the finest motion picture theaters rented 
for the occasion. Essentially its purpose is to sell the product offered 
by the film sponsor. 

The universal popularity of the motion picture needs no proof. 
The fact that 80 per cent of the American public’s amusement dollar 
goes for motion picture entertainment may be taken as conclusive 
evidence. The fact that thousands of progressive school teachers look 
upon the motion picture as a dynamic educator, and regard it as the 
most forceful interest-compeller in their entire arsenal of teaching 
tools, is corroborative. 


For the business man, and particularly for the advertising and 
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sales promotion executive, the motion picture quickly demonstrated 
itself as a unique, powerful medium to catch attention, hold interest, 
carry conviction, and impel favorable action toward the product or 
services presented by means of the film. 

Advertising men are a canny lot. It is their business to know 
human thought-processes and how to influence them. They were 
among the first to recognize how “eye-minded” is the human race. 
From the earliest wood-cut illustrated advertisements, calling for 
the apprehension of runaway slaves, to the luscious, highly-colored, 
double-page spreads offering automobiles, refrigerators, bananas, 
or shoe-laces, the advertising man has been far ahead of the Chinese 
sage who is supposed to have uttered the well known bromide that 
“one picture is worth more than 10,000 words.” 

No advertising man would be crazy enough to use 10,000 words, 
because nobody would read that many. The smart advertising man 
uses as many pictures and as few words as possible. The smartest 
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use movies, easily the most perfect of all modern advertising media. 

The advertising man is a keen student of psychology, both experi- 
mental and applied. He knows that a light is the first stimulus that 
can attract and hold the wandering eye of a very young human in- 
fant. If the light (or its embodiment in a brightly colored object) is 
set into motion, the attraction of the human eye toward this stimulus 
becomes irresistible. If sound is added, we complete the trinity of 
primary attention-getters — light, motion, and sound — which en- 
joy a virtual monopoly of sensory approach all through life. 

The talking motion picture combines these three prime movers of 
the human mind in a degree that is not possessed by any other 
medium. The printed page uses the attractive power of light through 
speed lines, cartoon sequences, and successive motion picture stills 

the highest compliment, attempted imitation of the motion pic- 
ture. The radio uses only sound, and its groping in the direction of 
television is in itself a confession of a realization of its primary 
shortcomings. The talking picture is the only medium that combines 
all three primary lodestones of attention — light, motion, and sound. 
Some results reported by devotees of the “business screen” will 
probably be of interest. A large steamship line reported that 3,379 
showings of its films reached 975,000 persons. An automobile 
manufacturer topped this attendance by showing a baseball film to 
two million persons in a year. 

In some lines, specialized coverage means more than mass at- 
tendance. A pharmaceutical house set out to “detail” 107,884 
members of the medical and allied professions; at the end of a 
year they had reached 105,873 — 98 percent of the quota. By 
spending $67,232.93, all told, on a film program, they did their job 
at 62'2c per head; other-than-film methods had previously cost 
$2.13 per head for the same job. 

An anti-freeze manufacturer spent $18,500 for a direct-sales 
film, and sold $600,000 worth of his product at net prices at shows 
arranged by his dealers and jobbers. A motor manufacturer spent 
$5,000 for a film, featuring an item selling at only $70 — but 
added 11 per cent to his profits on that item alone — besides the 
indirect benefit of general advertising and dealer recognition. 


To get good results, it takes a good film — well made, properly 





shown, and well adapted to its purpose. The question of quality 
is a difficult one to discuss. It is just as hard to say what makes a 
“good” business film as it is to say what makes a good cigar. Too 
many factors enter into the question. The tobacco itself, the blend- 
ing, the workmanship, packing, and merchandising, all play their 
part. But in the last analysis, a lot depends upon the smoker — and 
upon “audience.” The smoker’s own preference and “technic,” and 
the extent to which he “harmonizes” with those around him, all con- 
tribute to a composite idea of what makes a “good” or “b-d” cigar. 
Similarly wiih pictures; the product to be presented, the way the 
story is prepared, the showmanship routine worked out to bring it 
to its audience, the effectiveness with which the sponsor’s story is 
told in terms that will be favorably received by its audience, all 
must be considered in judging the quality of a film. 

A survey also indicates that in most business films direct advertis- 
ing is kept at a minimum. There are exceptions, certain films made 
specifically as direct advertising media. A few pictures are as direct 
in their invitation to buy as a department store advertisement in a 
daily newspaper; and a considerable number of pictures, growing in 
importance, are devoted solely to teaching salesmen how to sell. 

There have been business films almost since the birth of the motion 
picture. Some producers boast of more than 20 years of continuous 
production of industrial films. But it is a far cry from the early 
“factory run-arounds” and“ good-will” productions to the smart, 
fast-moving, subtly dramatized sales “punch” that goes by the name 
of “business film” today. The modern producer of industrial films 
has a staff comparable to those of theatrical studios in ability, 
imagination, and often downright genius. His job is really much 
harder; whereas the studio men strive solely to pick an appealing 
story and dish it out in a way they hope the public will like, the 
industrial producer must take the other fellow’s story of cheese or 
pig-iron, and dress it up in such a way that the public not only will 
like it, but will spend their money, not for the film, but for the 
product plugged by the film. 


Editor's Note: This is the first of two articles from an address to the Society 
of Motion Picture Engineers made by Mr. W. F. Kruse. The next will appear 
in an early issue, together with interesting charts and tables. 


























SALESMEN GET THE IDEA 


Tue Era of “natural born salesmen” belongs t« 
the horse and buggy days. And they can keep it — 
and welcome — according to most modern sales 
executives. For sales training is now a big indus- 
try, filling a real need; and that goes for not only 
today but for as far ahead as we can see into the 
future. 

The big sales topic of the next five years is train- 
ing. The myth of the natural born salesman has 
been exploded by the results obtained from sys- 
tematic training of raw material. No one denies 
the existence of the occasional “star salesman” any 
more than the existence of child-prodigy violin- 
ists. But Toscanini doesn’t sit on the edge of his 
chair praying to God to deliver unto him “natural- 
born musicians.” He gets good trained men - 
men who may not have been without some talent, 
but who have spent years of time perfecting that 
talent under some master. 

Similarly with selling. Any man who isn’t totally 
unsuited to selling can be made into a reasonably 
good salesman. As Matthew Buser, head of the 
American International Corporation said, “Suc- 
cess in business can be achieved by learning the 
principles of success from a successful man, ex- 
actly as you would study music under a master 
musician.” 

The current trend in training is decidedly to- 
ward the use of screen methods. So many new and 
interesting things are being done with them today 
that it behooves every salesman and sales execu- 
tive to keep abreast of developments. 

Certain progressive and capable merchandisers 
have done such successful jobs that their success 
somewhat obscures the fact that so many other 
companies are doing nothing at all. For example, 
Du Pont, Chevrolet, National Carbon, Coca Cola 
are only a fraction of the thousands of companies 
that could use mechanized promotion — and that 








will use it when they realize its big possibilities. 

The figures that follow show the rate of in- 
crease as reported by three leading producers: 

1935 - 15% 1936 - 25% 1937 - 40% 

The reason becomes obvious when you analyze 
the advantages. The chief advantage can be sum- 
med up in the statement that films are the only 
medium that can deliver a message into another 
person’s brain exactly as the sender wants to con- 
vey it. All other mediums are at the mercy of in- 
terpretation. One index of this great “power of 
clarity” is the fact that screen censorship is far 
more rigid than radio or press. It has to be simply 
because screen impressions are so powerful. 

So why not use this power when it comes to 
conveying ideas to salesmen? Sound films have 
the ability to make poor salesmen good, and good 
salesmen better, because they deliver ideas f. 0. b. 
the brain. The combination of sight and sound 
cuts straight through — fits words to deeds — and 
makes the modern business movie tops for train- 
ing purposes. 

Advertising techniques will probably change 
very little in the next decade. Same with selling 
and merchandising. But sales traning! — ah, 
there’s a fast moving, sure stepping proposition. 
The big deyelopments of the past few years, which 
we'll mention later, are already making way for 
newer and better things; and these, in turn, seem 
but the foundation for a future destined to make 
sales training a regular process, with its various 
stages clearly defined as in other academic courses. 

Often the trouble with salesmen really isn’t with 
the salesmen at all. Bill Burriss summed it up 
eloquently in the title of a talk that he gives for 
sales managers’ clubs. He calls it, “What's wrong 
with my salesmen — or can it be me?” Too many 
sales managers have shut their eyes to the possi- 
bilities in planned and systematic sales training. 
And one of the bets that too many have overlooked 
is the use of “mechanized” or “screen” methods. 

When the big leagues sign up their ball players 
in the fall, do they say “report for play in the 
stadium at 2 p. m. on May 1?” No, they say, “re- 


(Continued on Page 62) 
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Years Aco “big steel” learned the potency of mo- 
tion pictures for public relation stories and for 
the handling of innumerable sales problems. The 
Republic and Bethlehem Steel Corporations, of re- 
cent years, have contributed brilliant examples. 
The commercial motion picture industry has bene- 
fited immeasurably from the pioneering efforts 
of these steel manufacturers . . . but in the latest 
affering of this most colorful of American indus- 
tries, may be discerned real advances . . . advances 
which proclaim excellence of technique, showman- 
ship, and photography of the highest rank. 

Steel has been truly glorified. After nearly a 
year of painstaking efforts, United States Steel an- 
nounces the release of two all-color productions, 
Steel, Man’s Servant, and Men Make Steel, and a 
third in black and white, for later release. And with 
the addition of color, plus superb photography, 
direction, and treatment, The United States Steel 
Corporation may truly boast that here are subjects 
which are sure to find widespread demand among 
educational institutions of our country, as well as 
among clubs, societies, and countless other groups. 

Silent films had early demonstrated their use- 
fulness to the far-visioned minds of big steel. And 
with the advent of sound, the demand for steel 
films was greatly quickened. The commentator’s 
voice gave significant information. New brilliance 
was added, with the authentic rhythms, the clash- 
ing, cacaphonic sounds, the roar of the blast fur- 
nace, the hiss of onrushing molten steel after “tap- 
ping’, the bustle and noise that to America meant 
renewed production and prosperity! 

If black-and-white films had been so successful, 
reasoned U. S. Steel executives, how truly impres- 
sive and realistic would be one in full color. For 
steel-making is essentially colorful. 


In April, 1938, under the direction of Ronald 
Reed, production was commenced. Charles Under- 
hill, of Batten, Barton, Durstine, and Osborne, was 
placed in charge of supervision. The job was to be 
no easy one. Indeed, it was the first time that so 
wide-scale and difficult an assignment had been 
undertaken. Many peculiar problems presented 
themselves, but the work moved steadily forward. 


Only the best of equipment was used — includ- 
ing a modern Technicolor camera, which demands 
a terrific amount of light, and which must photo- 
graph onto three films simultaneously — one for 
each primary color. Lighting equipment, capable 
of generating “one half sunlight”, was employed 
when needed. 

Action, sound, and color were faithfully photo- 
graphed and recorded. The soft, suppressed col- 
ors of earth and sky in the open-pit mining opera- 
tions were captured. The shifting blue-greens of 
the lake waves, as gigantic ore freighters plowed 
on their ways to the mills . . . the flaming reds 
and yellows which burst truculently from Besse- 
mer converters, illuminating the open-hearths with 
ghostly splendor . . . these were faithfully trans- 
planted onto the delicate negatives. 

Cherles Boyle, Technicolor cameraman, watched 
with practiced eye. Camera angles calculated to 




















prove most effective were carefully chosen. Power- 
ful batteries of lights were placed where needed in 
the gigantic interior “sets”, calculated to bring out 
an important highlight here, to kill an objection- 
able shadow there. “Gobos” large, opaque 
screens — helped to shield away the light from the 
sensitive camera lenses . . . and the gigantic “cast” 

thousands of workmen, laboratory technicians, 
huge cranes, converters, ladles . . . went into action 
in a story of awesome beauty which may be justly 
labeled “colossal” . . . a story of men, and of the 
great demigods of machines which serve humanity. 

Filming was started in Hibbing and Duluth, 
Minnesota, with the mining of the raw ore. From 
these points, the camera crew, with its director and 
supervisor “followed” the ore until it finally 
reached the ore docks of Lake Superior. 

In Gary, Indiana, the 21-man production crew 
photographed almost every phase of the steel- 
making operations. Thus, such colorful and inter- 
esting scenes as charging the open hearths, tap- 
ping and pouring hot metals, “stripping”, soaking, 
and rolling ingots . . . were photographed, in all 
their dramatic realism. The rail-axle, and wheel- 
mills were “shot” in sequences which will give 
audiences a true picture of big-steel production. 

Later, the traveling company visited and photo- 
graphed scenes in the plants at South Chicago 
and Waukegan, Illinois; and those at Cleveland, 
and Lorrain, Ohio; at Pittsburgh, Homestead, 
and McKeesport, Pennsylvania. 

To initiate audiences into the mysteries of steel- 
making, Edwin C. Hill, newspaperman, and radio- 
commentator, graphically describes each step. 
Thematic music by the well-known Robert Arm- 
bruster, follows the varying “moods” of the ma- 
chinery .. . the molten metals as they rush into the 
moulds, the great hoists, ladles, and cranes — each 
with its identifying musical sounds, heard above 
the din of production. 

Of these films, the U. S. Steel News explains: 
“Every effort has been made to present steel- 
making realistically. To the eye these films bring 
the most accurate reproduction possible — for 
they incorporate motion and natural color. 

“The ear is addressed by the many different 
sounds which accompany steel operations, and the 
mind is helped to understand these processes, as 
Edwin C. Hill . . . describes each step.” 

The task of filming the world’s first Technicolor 
film of steel operations has at last been completed. 
One reel of the color film of eleven minutes screen- 
time, is to be shown in theatres from coast-to-coast. 
The other, intended for theatres, schools, conven- 
tions in steel districts only, is a thirty-seven min- 
ute production. In addition, a 16mm. reduction 
print, in black-and-white, is to be made, for distri- 
bution to schools and other organizations having 
16mm. projectors. It is to be seven reels in length. 

Steel, with its complicated problems, has again 
turned to movies to help in an endless and mightily- 
important task of public relations. And U. S. 
Steel, pioneering in this worthwhile task of selling 
America with the very latest methods of presenta- 
tion, deserves credit and high praise. 








THE FAMILIAR QUERY: 


Films on My Budget? 


THE ANSWER: 


Plus-Results Prove Value! 


“We Tink talking pictures are a first-rate me- 
dium but they cost too much”. 

This remark is commonly heard in selling cir- 
cles, and for that matter in business circles gen- 
erally. It is the attitude of a large percentage of 
advertising men and Sales Managers, and the 
viewpoint prevails pretty generally in the agency 
field. 

The fact is lost sight of that there are certain 
things which no other medium but the talking 
picture screen can do in the field of communica- 
tion, education and selling =o that the question 
presented really is: is the achievement of this ob- 
jective worth what it costs? 

For instance: talking pictures will demonstrate 
in motion and sound, heavy machinery at points 
far distant from where it is made or operated. 
No other medium can do that. The value of such 
a privilege may be cheap at any price. On the 
other hand, a folder or circular will provide a 
passable demonstration of a fountain pen at very 
small cost, and for such a purpose a picture may 
be too costly. Only the motion picture will permit 
an executive to talk to his organization in a hun- 
dred or more places at one time, and if it is of 
sufficient value to have him do so, the cost of the 
movie itself is beside the point. 

It is true that top quality talking movies cost 
anywhere from $5,000 a reel and up, that thea- 
ter circulation costs mon. vy, that prints in quanti- 
ties must be bought and that projection equip- 
ment must be bought or rented to roadshow the 
picture if that method is adopted. At the outset, 
let it be said that today an acceptable talking pic- 
ture can be produced for any budget within rea- 
son that the user wishes to spend. Length is not the 
determining factor of cost. Compromise in the in- 
terests of economy is easy, and usually safe de- 
pending upon the individual situation. Heavy ex- 
penditure doesn't always assure an effectual re- 
sult on the screen in commercial pictures, and 
circulation can cost from nothing to five dollars a 
head or more. A given script can be filmed for 
$50,000 and the same script filmed for much less. 
It all depends upon how much the user is willing 
to invest, and how much the job the picture has to 
do warrants. 


* Too many buyers of commercial talkies con- 
sider the initial cost of the negative rather than 
what it is worth to get across the message effec- 
tively and satisfactorily and in a manner that pro- 
duces results. 

It is difficult to make direct comparisons be- 
tween talking pictures and other mediums as to 


results and the cost of results. While this may be 
done in the case of commodities advertised on the 
picture theater screen where tests in regions are 
tied in with check-ups on dealers’ shelves before 
and after the projection program. This figure has 
been as low as .0426 per hearer-looker including 
negative and print costs and distribution. Few na- 
tional advertising mediums deliver readers at so 
low a figure. Then, too, the hundred per cent con- 
centration assured plus the vividness of the illumi- 
nated screen, musical accompaniment, motion 
plus sound comprise factors that must enter into 
any cost reckoning. 

In the field of dealer education — that is, 
road-showing a feature commercial talkie nation- 
ally — one leading corporation in the automotive 
field considers 48 cents per audience member — 
service station owners and helpers — a bargain. 
Always considering the greater effectiveness of 
the talking picture over most mediums commonly 
used for this purpose, namely, talks, lectures, 
printed booklets and so on. 

Many talkies of the commercial-industrial-in- 
formational type with advertising subordinated, 
are reaching hearer-lookers at a cost to the owner 
of a fraction of a cent each. Distribution is 
through non-theatrical booking agencies and col- 
lege visual education channels wherein the owiei 


of the picture merely supplies prints or copies. 


* In considering the cost of the talking picture 
medium to do a job of sales making or sales train- 
ing, it is a fact that an exact cost per man reached 
can be arrived at before even the scripts are writ- 
ten. Such pictures invariably are projected and 
promoted in regional meetings by the owner’s 
field men or those of his jobber. The cost factors 
are immediately at hand, the expenses of the entire 
undertaking can be pre-determined in advance, the 
probable attendance calculated, and the cost di- 
vided accordingly giving the per head rate. These 
elements in a typical show of this kind are: 

(a) Negative cost 

(b) Print cost 

(c) Hall rental (if any) 

(d) Refreshments 

(e) Door prizes (if any) 

(f) Promotion matter 

(g) Time of men holding shows 

(h) Rental or projector purchase 

Having arrived at the cost per head, the pros- 

pective user of the screen asks himself the ques- 
tion: is it worth that much to get the message 
across effectively and efficiently? If he thinks it is. 
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the question of talking picture cost becomes a 
secondary proposition, and the enterprise is on 
a common-sense basis. 

There is little gamble in getting what is sought 
at the price per estimated. Large users of talking 
pictures for dealer and salesman education are 
getting as much as 98 per cent of their dealers 
and other interested people into their talking pic- 
ture shows. The percentage is lower in such lines 
as drugs and groceries because of the fact that the 
dealer’s natural interest in a single item or group 
of items among the hundreds on his shelves is not 
sufficiently keen to warrant the time spent looking 
at a movie relating thereto. 

Looking, for the moment, at the bare question: 
do movies cost too much? few business executives 
unacquainted with the cost factors in talking pic- 
ture production can judge this matter soundly. 
To make such a claim is as logical as to say that 
“houses cost too much”. A house with three bath- 
rooms naturally costs more than a house with one. 
A house with an electric kitchen costs more than 
a house with none. Yet, either house can be lived in 
comfortably. 

It is much the same with pictures. If the pro- 
ducer is compelled to travel camera crews to fif- 
teen widely scattered cities to shoot that many 
plants for inclusion in the owner's production, it 
will cost more than if all factory shots are made in 
one place. And, often, the one place offers every 
necessary scene to make an acceptable final result 
on the screen. 

A given picture story with very simple studio 
sets may cost $20,000 while the same story with 
more complete and elaborate sets will cost $50,000 
or even more. The addition of a big name to a 
business picture cast alone can double the cost of 
filming it. 

The fact is that all these items are under the con- 
tro! of the picture buyer. He can even establish a 
price per head for getting his result, whatever it 
may be, and then budget a picture so that it will 
deliver the result for that price. 

Consequently, to say that “pictures cost too 
much” is a statement that always must be quali- 
fied. It is better business to forget the cost of the 
picture and its showing entirely and decide what 
it is worth to get the story over effectively to the 
people for whom the story is intended. 

The cost of any medium is high or !ow depend- 
ing upon what the value of the result is to the 
buyer. Always considering relative effectiveness, 
the cost of getting over a message to salesmen or 
the public via the talking picture screen is usually 
considerably below most of the competing medi- 
ums. In the case of sales training, it is nearly al- 
ways lower than are correspondence courses. It is 
seldom so high as a good manual, with the tre- 
mendous advantage of 100 per cent attention that 
pictures always get. 


Editor's Note: Since the problem of the cost is 
one of the outstanding questions preceding exten- 
sive use of the film medium, an entire series of 
articles is planned, of which the above is an intro- 
ductory “first” on this important subject. 

















SALES RESULTS WITH PICTURES 


ohns-Manville 


“YOU ARE INVITED to attend a showing of the talk- 
ing motion picture, “Heat and Its Control’.” Thus, 
simply, begins a promotional folder describing 
one of the Johns-Manville Company’s latest film 
releases. Amply and richly illustrated with film 
“blow-ups” and descriptive data which have “sold” 
many an educational institution, club. and other 
organization, the folder typifies the thoroughness 
and sincerity of J. M.’s motion picture efforts. 


The Johns-Manville Company — whose history 


has been a series of marketing successes — is one 
of this country’s oldest users of industrial films. 
Along with International Harvester and the Ford 
Motor Company they have contributed many im- 
portant improvements and innovations in indus- 


trial film production and exploitation procedures. 


“We were among the first organizations which 
used films to spread a knowledge of our opera- 
tions,” a J. M. executive recently told Business 
Screen. “About twenty years ago we produced a 
picture on asbestos, showing the process of ex- 
tracting the mineral — demonstrating. too, many 
of its unusual properties. Distributed by the Bu- 
reau of Mines, Asbestos has been shown in num- 
berless schools and colleges throughout the coun- 
try, with occasional revisions from time to time. 
This film still maintains its position as one of the 
most popular films on the Bureau of Mines’ list. 
A new version is being prepared this year to take 
its place.” 

The Johns-Manville Company has always- 
since its adoption of the motion picture medium in 
the early silent days — been a sincere believer in 
well-planned “industrials.” With the advent of 
sound, company officials decided to put the new 
medium to work with greater energy than before. 
More films were to be used, more subjects were to 
be treated. The company definitely decided its 
films must “tell the stories of its many products to 
ever wider and more diversified audiences.” And 


the interim between the release of its first silent 


Heat rays melt ice in J-M’s “Heat & Its Control” 


uses extensive film program 


An interview with one of America’s ace mer- 
chandisers brings forth some significant and 
interesting data on industrial films. This is 
the first of a series of intimate interviews with 
successful film users, to be presented in future 
The Editor. 


issues of Business Screen. 


film, Asbestos, and the latest J. M. film. Beneath 


the Surface, does indeed show remarkable prog- 


ress. 


NO SEPARATE FILM DIVISION 
despite its many 


The company, 
clearly-defined departments, 
found it best to keep motion pictures directly in 
the Advertising and Sales Promotion departments. 
It prefers to consider motion pictures as an adver- 
tising weapon “an extremely important wea- 
pon.” Its film campaigns come under the jurisdic- 
tion of H. M. Shackelford, Sales Promotion Mana- 


ger, with production problems in the hands of E. A. 

~ Phoenix, Assistant Sales Promotion Manager in 
charge of Industrial Materials. Mr. Phoenix, who 
is responsible for the films in their final form, 
works closely with the producers. 


Those films, however, which feature the com- 


pany’s building materials are personally super-, 


vised by Mr. Shackelford. The story script is writ- 
ten to sell the product — such as home-insulation. 
Professional talent only is secured. The production 
must be thoroughly “Hollywood” in its technical 
quality, and to this end production facilities must 


be of the finest obtainable. 

SALES- AND PUBLICITY-FILMS EQUALLY IM- 
PORTANT 
films to set types. The films are rather designed to 


Johns-Manville does not confine its 
meet such specific needs as may arise — be they 
sales-promotional, publicity, or institutional in 
nature. 

A definite sales problem was brought to light by 
the comparatively new Transite pipe — a composi- 
tion of asbestos and cement. The new pipe was to 


be introduced to members of water commissions. 


in both large and small towns—to men with widely 
varying degrees of technical knowledge. Under 


the Surface was made. The film, it is said, “offers 





a far more comprehensive exhibition of the quali- 
ties of Transité. than any field demonstration 
could possibly undertake, and offers it in the com- 
fort of the ( prospect's) office. After the picture is 
run off, there is usually a period for questions. 
Dramatic in its presentations, it has been found to 
sway many skeptics; questions and answers cleat 
away slight misunderstandings that may have 


arisen previous to the showing.” 


Last year’s film, The House that Ann Built, was 
made to help solve sales problems which involved 
the consumer prospect. It is a story calculated to 
please grown and juvenile audiences alike . . . tells 
how Ann Stone effects a reconciliation between het 
mother 
father — sentimentally attached to the homestead. 


Johns-Manville building material makes the new 


who desires a new home and her 


home out of the old one, in a really convincing 
renovation. More than a hundred thousand people, 
it is estimated, have viewed this film. Its running 
time is about 35 minutes, and the company has 


been using forty Lomm. prints, six 35mm. 


Like The House that Ann Built, When Winter 
Comes was slanted toward the consfimer prospect 

. contains much interesting material, an enliven- 
ing story, with unobtrusive pyblicity brought 
down to a minimum footage. A demonstration 
this time featuring the value of jnsulation for keep- 
ing out the cold — plays an important “role” in 
the picture. Twenty-five prints in circulation have 
“done a good job toward publicizing insulation 
material”. 

The ever-popular humorous treatment is re- 
sorted to in Those Hot Summer Days, a counter- 
part of the above-mentioned film. It, tgo, has been 
instrumental in selling many consumer prospects 


on Rock Wool Home Insulation. 


(Continued on Page 55) 


Convection currents illustrated by shadowgraph 














Scenes from the new all-color cartoon “Boy Meets 
Dog” sponsored by the Bristol-Myers Company 
for lpana and now showing to theatrical audiences. 


THE ADVANTAGES and possibilities of the anima- 
tion technique were pretty widely recognized in 
commercial film work long before the Disney era. 
The value of this treatment in demonstrating pro- 
cesses and principles, in achieving a light-hearted 
comedy cartoon sequence and in the vast field 
of education has been ably represented in the ani- 
mated films of General Motors, Metropolitan Life 
Insurance Company, Brown and Williamson To- 


bacco Company and recently in a Technicolor re- 


lease for Bristol-Myers Company entitled Boy 


Meets Dog, a noteworthy commercial subject. 

A recent survey of theatrical audiences to whom 
Boy Meets Dog was shown in several Eastern 
states showed practically unanimous acceptance. 
An extremely short advertising sequence on behalf 
of Ipana toothpaste was held unobjectionable in 
this thoroughly entertaining cartoon. In this case 
the sponsor’s investment in talent proved worth- 
while and the music by Frank Churchill, composer 
of “Snow White”, the symphonic-swing orchestra 
directed by Nathaniel Shilkret and the direction of 
Walter Lantz left little to be desired. The subject 
runs nine minutes; the advertising a few seconds. 

A short excerpt from an advertising brochure 
recently published contains an interesting view- 
point on the animating angle: 

“Cartoon and technical animation often serve to 
lift a production from the commonplace. And to 
demonstrate a complicated idea or mechanism, 
y which 


the objective can be accomplished. A trade-mark 


animation is frequently the only means 


comes to life and directs a scene. Mother Goose 
tours the country in her new runabout, demon- 
strating safety in driving. A sectional view of a 
Diesel engine slowly changes shape as a piston 
moves up and down. Anything can happen in ani- 
mation!” 

In his article for Nancy Naumburg’s “We Make 
the Movies,” Walt Disney says of the animated 
cartoon technique: 

“The world of the animated cartoon is the world 
of our imagination, a world in which the sun and 
the moon and the stars and every living thing obey 
our commands. We pluck a little character from 
our imagination, and if he becomes disobedient 
we liquidate him with an eraser. No dictator has 
power half so absolute. Our materials are anything 
which the brain can imagine and the hand can 





draw — all human experience: the real world and 
dream worlds, color, music, sound, and above all, 
motion. A fascinating business, but to explain it 
we must talk of registering pins and exposure 
sheets, frames and layouts, basic tempos and sweat- 
box sessions, acoustical beats and audio-frequency 
oscillators. It is all very technical and confusing to 
a layman. Often we spend an afternoon showing 
visitors how cartoons are made, and at the end 
they timidly inquire, ‘But what makes the little 
drawings move?’ 

“Well, as a matter of fact, all motion on the 
screen is just an illusion. When a motion-picture 
camera shoots a scene, it breaks the action into a 
series of still photographs, showing progressive 
stages of that action. When these photographs are 
projected on the screen, at the rate of sixteen hun- 
dred a minute, the illusion of motion results. This 
is because the eye-brain combination cannot regis- 
ter the images as fast as we can project them on a 
screen, so it overlaps them and the illusion of mo- 
tion results. This persistence of vision was dis- 
covered by Peter Mark Roget in 1826. The same 
principle explains why our drawn figures seem to 
move. We make a series of drawings showing the 
progressive stages of an action. Then we photo- 
graph these on regulation motion-picture film and 
project them on a screen at standard speed. They 
seem to move for the same reason as the flip books 
of your childhood, when you thumbed the pages 
of a pad of drawings and figures moved from 
cover to cover: the persistence of vision. 

“There has been a great improvement in the 
mechanical end of production. In the old days be- 
fore sound came into existence most of the cartoon 
equipment used was makeshift and crude. Gradu- 
ally we have improved our cartoon technique by 
improved equipment, so that today the cartoon is 
steady and flickerless and the animators produce 
better and smoother action. But the main improve- 
ments have been in our understanding of the med- 
ium, better artists, drawing and story technique.” 

Business can well afford to study the many 
applications of this technique to short sales and 
advertising films. What has been done most suc- 
cessfully in the world of make-believe (as witness 
“Snow-White”) can be done as well in the realm 
of actuality. The cost need not be excessive — in 
fact it can be well controlled in animation. 


























British Documentary Films 


OFFER AMERICAN BUSINESS SOME NEW OPPORTUNITIES 


Apart From the commercial success of films like 
the Private Life of Henry VIII, which was largely 
made by non-British technicians, and the popular 
crime films of Alfred Hitchcock, the one important 
contribution made by Great Britain to the world of 
cinema is the development of the documentary 
film. Although protected by Government tariffs, 
the British film industry has always adhered 
closely to what was thought to be the Hollywood 
system of film production. Many British film pro- 
ducers have done their best to prevent their films 
from looking British. For the most part, familiar 
aspects of national life have been avoided. Instead, 
the British film has presented a make-believe world 
which is alien to the British character. There has, 
morever, never been an English avant-garde move- 
ment. But the growth of the British documentary 
film is something unique in film history as a sub- 
sidized form of film production. 

In 1927, the British Government set up the Em- 
pire Marketing Board. Its mission was to “bring 
alive” the tradition of the British Empire in terms 
of its contemporary activities. Its aim was to 
dramatize the statistics found in “Blue” books and 
trade reports. To do this, well-known painters, 
writers, architects, and publicists were enlisted to 
propagate the “Buy British” campaign. John 
Grierson, a young Scotsman who had just spent 
three years in the United States studying, among 
other things, the art of social science, persuaded 
Sir Stephen Tallents at the Board to add films to 
its activities. In 1928, the Treasury commissioned 
Grierson to make a film about the North Sea Her- 
ring Fleet, although he had no practical knowledge 
of film making to that date. 


* Drifters was the first example of the British 
documentary method of film making. Made at 
trifling cost, it was a dramatic account of the labor, 
danger, and romance of the men who worked day 
and night at the herring catch. Its traditions lay in 
the films of Robert Flaherty (Nanook of the North 
and Moana) and the Russian cinema (Potemkin 
and Mother). Without using a story or profes- 
sional actors, Grierson took real people and real 
endeavour and caught the bravery of labor and the 
poetic drama of the storm at sea. As a result of the 
successful reception of Drifters in the public thea- 
tres, where it was shown on the strength of its 
“entertainment appeal,” the Board asked Grierson 
to form a film unit. Around him Grierson grouped 
young men and women drawn from the fields of 
painting, journalism, education and social science 
and who would work on a collective basis. The aim 
was to produce not one film at a time but a steady 
flow of films to depict every phase of British and 
Empire life which came within the scope of the 
Empire Marketing Board. Best-known of these was 


Superb casting distinguishes the film 








Scene from “4 Job in a Million” 
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by 
Paul Rotha 


Foreign Editor of Business Screen 





“North Sea” made by the Post Office Film Unit 


Industrial Britain, to make which Robert Flaherty 
himself was engaged and upon which most mem- 
bers of the Unit worked. Because of their human 
appeal and because audiences had been starved 
of films showing authentic British life, many of 
these documentary films were presented in the 
public theatres where they created wide interest. 
The Press, also, realized that there was an attempt 
at a sincere portrayal of British national life on the 
screen at a time when so much of Britain’s screen 
space was occupied by American product. Where 
the Government led, public utility bodies and in- 
dustrial concerns were quick to follow. Contact 
(1932) was made for the Imperial Airways and 
Shell-Mex oil; The V oice of the World (1933) for 
The Gramophone Company. Through the Board’s 
connections abroad, Grierson was able to arrange 
for members of his Unit to travel. Basil Wright 
brought back a series of films from the West Indies 
and was soon to depart for Ceylon to make the 
prize-winning film The Song of Ceylon (1935) 
which was produced for the Ceylon Tea: Propa- 
ganda Board. 


* Although subsidized, these films should not be 
confused with commercial advertising films such 
as are produced in great numbers in England and 
America. The documentary film was the outcome 
of a public relations movement and came about 
as a result of a desire on the part of the Govern- 























A Remarkable Motion 
Picture on the Art of 
Handling People.... 














based on actual incidents in the life of 


BEN FRANKLIN | 


that will help your salesmen get the business 


Young Ben Franklin didn’t have the knack a tremendously helpful factor in shaping his 
of getting along with people. He was argu- illustrious career. 

e “SELLING AMERICA” ¢ produced by the 
Jam Handy Organization, gives you these 
invaluable rules —and shows how they can 
simple rules to guide him in his relation- be made to work as effectively for you and 
ships with others . . . and they proved to be your salesmen as they did for Franklin. 


mentative and opinionated. He was a poor 
speaker. But early in life he set up a few 


BE SURE TO HAVE YOUR SALESMEN SEE IT! 


Executives are invited to preview this sound motion picture and get rental prices. 


The JAM HANDY Organization 


Slidefilms « Talking Pictures « Sales Conventions « Playlets 


New York, 230 Park Avenue, MUrray Hill 9-5290 Detroit, 2900 East Grand Boulevard, MAdison 2450 
Chicago, 35 East Wacker Drive, STAte 6758 Hollywood, 7046 Hollywood Boulevard, HEmpstead 5809 
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ment, Industry, and other Public Bodies to create 
a deeper sympathy between their activities and 
public understanding in Great Britain. And be- 
cause they were technically well made and ap- 
proached real life from a dramatic point of view, 
many of these films were circulated widely in the 
ordinary public theatres on a normal entertain- 
ment basis. ' 

In 1933, the E. M. B. was closed down for rea- 
sons of national economy. But the Film Unit, with 
its by-then extensive library of films, was taken 
over by the Department of the Post Office. The 
documentary group attacked the problems of com- 
munications in terms of telephones, telegraphs, 
mails and radio. The size of the group increased. 
Alberto Cavalcanti, the French experimentalist 
director of Rien Que Les Heures, joined the Unit, 
which had just been equipped with sound ap- 
paratus. In the new films, many experiments were 
made with sound; use being made of pecially 
written music, different narrators and , riginal 
ideas in the writing and delivery of commentary. 
The films, of course, were not intended for export. 

As time went on creators from other fields con- 
tributed to the work of the movement: J. B. 
Priestley, the novelist, A. J. Cummings, the jour- 
nalist, W. H. Auden, the poet, Britten and Leigh, 
composers, William Coldstream, the painter. And 
apart from the work at the Post Office Film Unit, 
expansion of the method into other aspects of life 
was rapid. By 1936, documentary films had been 
made of airways, shipping, railroads, education, 
slum clearance, nutrition, books, electricity, gas, 
and for other Government Departments such as 
the Ministry of Labor; all by producers and di- 
rectors who had started at the original E. M. B. 
Film Unit. In 1937, over forty documentary films 
were made in Great Britain and over sixty people 
were working in the movement. 

In addition to being shown in the public thea- 
tres, many of these films had reached the schools. 
At once it became clear that by dramatizing every- 
day life on the screen, documentary films could 
fill an important gap in modern education. They 
could provide a basis for discussion, both adult 
and juvenile, of some of the vital social issues 
of current life. They could link the individual with 
the outside world. By creating a picture of how 
people live and how public services work, the film 


THE OLD WAY: Old-fashioned school seen in 


“Children at School” 








Young England in “Children at School” 


could enter into the field of civics. Thus many 
recent documentary films carry a sociological pur- 
pose. Housing Problems, Enough To Eat?, and 
Children Ai School, all produced by the Gas In- 
dustry, are films dealing with problems of not 
only national but international appeal. Today We 
Live and Eastern Valley, produced by Social Serv- 
ice Councils, are studies of the unemployment 
problem which is by no means peculiar to Great 
Britain. We Live In Two Worlds, made by the 
Post Office, contrasts nationalism and_ interna- 
tionalism in present-day Europe. 

* Technically and aestheticaily the documentary 
film includes most of the innovations of the past 
ten years with the difference made by the pur- 
posive use of an unconsciously developed instru- 
ment. But it is important to remember that aes- 
thetic purpose has always come second to socio- 
logical aim. The first E. M. B. films used an im- 


pressionist technique because it was the easiest 





CURRENT DOCUMENTARY FILMS 
BEING SHOWN IN ENGLAND 


CHILDREN AT SCHOOL 
Ptoduced by the Gas Industry 
This film reviews the whole system of public edu- 
cation in England, shows the best and worst sides 
of the schools and presents the facts of the problem. 


AIR OUTPOST 
Produced by Imperial Airways 
This picture shows the arrival and departure of 
an air-liner at the town of Sharjah on the Persian 
Gulf. The film is one of a series made about the 
England Australia air-route. 


EASTERN VALLEY 
Produced by Subsistence Production Scheme 
The study of a cooperative subsistence scheme to 
relieve unemployment in one of the distressed 
South Wales Valleys. 


HOUSING PROBLEMS 
Produced by the Gas Industry 
The problem of slum clearance is international. 
By means of personal interviews, this film tells 
what the occupants of slum houses themselves 
think about the matter. 
THE SMOKE MENACE 
Produced by the Gas Industry 
The evils of smoke pollution are an international 
problem. In this film some of the causes and effects 
of smoke are shown, together with some of the 
attempts being made to overcome this menace. 











way of arousing audience response. Later, films 
like Coal Face, Night Mail, and Cover to Cover, 
used poetic verse to emotionalize their content. 
Distinct from this creative, dramatic style, films 
like Housing Problems used the camera and micro- 
phone in their fundamental capacity to record in- 
terviews. The drama lay in the naked reporting of 
fact. Today We Live used real people as actors and 
invented a slight story. But whether the documen- 
tary film is impressionistic or journalistic in its 
approach to real life, it is always realistic. It is a 
dramatization of actuality. Its makers are thor- 
oughly familiar with their subjects before they 
film them. Through historical research, through 
social reference, they try to bring the ordinary 
spectator closer to the world which is intimately 
his own, the world of real fact and feeling. 
Sponsorship by Industry and Government, sup- 
port from the Press and public, have thus put 
the documentary film to the forefront in Britain. 
The men who lead the movement — all of them 
young and all of them trained to the job — have 
united to consolidate the ground gained for their 
films in the past eight years. Their several units 
work in cooperation, exchange personnel, ideas, 
5 
ing new fields. They work collectively on behalf 


of a movement and not individualistically as is 


advice, emphasizing the common goal and explor- 


found in the commercial studios. They have cap- 
tured public audiences by exciting technique. 
They 


bodies into an appreciation of the usefulness of the 


have organized the educational lecture 


film as an educational force. They have given 
Government, Industry, and Public Service an op- 
portunity to account for their conduct of public 
affairs. As more documentary films are made, their 
producers pursue the aim of bringing the school- 
child closer to the life he will eventually live, of 
helping the ordinary citizen to understand the 
social and economic forces which govern his liv- 
ing. In picturing the modern world of common in- 
terests, the British documentary film is trying to 
make it possible for the citizen to judge the com- 
plex activities of the expert and the specialist. 
And in thus helping the citizen to delegate his 
authority intelligently, the British documentary 
film is trying to play a part in the revitalization 
of citizenship, without which, its makers believe, 
democracy cannot continue to exist. 


V.S. THE NEW: Modern school in “Children at 


School” documentary film 











Aupio Propuctiony Inc. 


PropuceRs oF /ounbd Mortion Pictures 


55-11 THIRTY FIFTH AVENUE, LONG I/LAND CITY, NY. 


yo 
TECHNICOLOR IN THE EAST: 


THE PERMANENT ESTABLISHMENT of a 
three-color Technicolor camera unit and Tech- 
nicolor-trained personnel at Audio’s pro- 


duction headquarters, Eastern Service Studios. 


COMPLETE FACILITIES for the newest 
and best in three-color Technicolor produc- 


tions are now available to Audio clients. 
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THIS SECTION IS THE FIRST OF A MONTHLY SERIES 
of editorial features for the advancement of the screen 
medium — originated by the editors of Business Screen 
— with all creative designs and sketches by Barnes & 
Reinecke, noted industrial designers, who have been 





retained on our regular editorial consulting staff. 





MOTION PICTURES 


IN THE DEPARTMENT STORE 


SALES training directors of large department stores 
have long been familiar with the usefulness of manu- 
facturer-supplied films for educating clerks in the 
fine points of successful selling. Too, the amateur 
camera departments have experienced successful 
holiday sales of popular motion picture equipment 
to rapidly growing numbers of amateur movie fans. 
But, by and large, the film is yet an unfamiliar med- 
ium to the advertising and merchandising manager 
and as such, is almost entirely unused in perhaps 
the largest natural field for its most acceptable 


application. Facing public agitation for consumer 


education, the manufacturer and the retailer might 
will cooperate to their mutual advantage — and 
the consumer's satisfaction — in the production and 
distribution of filmed merchandise demonstrations. 
The simple answer to the countless losses caused by 
employment turnover may be found in the widely 
acknowledged power of sales training films, easily 
adapted to the individual problems of individual 
stores. Not only department stores in major metro- 
politan centers but all sizeable retail outlets should 
thoroughly examine the film medium and its many 


applications modern merchandising . . see page 4a 











FOUR PURPOSE 
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EDUCATING RETAIL BUYERS 
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MOTION PICTURES IN DEPARTMENT STORES 





(Continued from the first section page) 

has developed. Mens’ wear stores, utility 
supply shops, and all types of ready-to-wear 
specialty shops have found the screen me- 
dium extremely helpful. The point is that 
films have proven their merit; have been 
successfully applied but are not consist- 
ently used. Such consistent use depends on 
(1) familiarity with the medium, (2) informa- 
tion as to its many applications to various 
uses, (3) ownership of a minimum amount 
of suitable equipment, and (4) the same 
amount of enthusiasm that makes all other 
| forms of sales promotion and training suc- 
cessful—nothing more or less than aggres- 
sive pursuit of the idea! 











What Kind of Equipment? 


*& First of all get a good soundslide film pro- 
jector. The most complete models cost 
around a hundred dollars; others may be 
obtained at half that much. Once you own 
one, the door to hundreds of excellent films 
is opened wide. Obtain lists from the Na- 
tional Retail Dry Goods Association; from 
the offices of this magazine or from the Re- 
tail Store Service of Audivision, New York 
City, and you'll find a plentiful assortment 
of excellent training and promotional sub- 
jects ready to go to work for you. 

Have your own slide films made by a 
competent producer and you can apply the 
direct personality of your store policies into 
this powerful visual medium. The cost is 
surprisingly low and new subjects may 
easily be afforded from time to time. (See 
the Chicago survey on following pages for 
a host of other ideas.) 
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The next logical step is the ownership of 
a good 16mm. sound projector. Very likely 
you've sold many machines of this and the 
amateur silent type. The commercial sound 
projectors advertised on these pages are 
used by 99.99 per cent of all industrial con- 
cerns. An adequate supply of literature and 
demonstrations may be easily arranged for. 
Film libraries from which to supplement 
your programs with entertainment material 
are also offered by all these concerns. A 
very few additional accessories are re- 
quired to maintain this department. 
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Two Kinds of Showings 


* Two kinds of shows may now be ar- 
ranged. First: you can teach your em- 
ployees how to sell in after-hours meetings 
or at the regular training school session and, 
Secondly; you can put on the varied types 
of programs for your customers pictorially 
described on these pages. Do these pro- 
grams draw customers to the store? The 
answer is a unanimous YES! But you must 
develop supporting promotion; set up a 











TAINMENT 


Pract:cal Suggestions for Film Programs 


well-rounded program and apply the same 
elements of showmanship to these perform- 
ances as your local movie theatre. 

Customer shows should be well-bal- 
anced. A lecture subject on “buymanship” 
may well be accompanied by a short enter- 
tainment subject on a family subject. Ar- 
range programs to key with special depart- 
mental promotion and the daily sales. Here 
the place in which you show the film can 
make a lot of difference in the day’s rev- 
enue. A few suggestions will help: 


Where to Show Movies 


* The classroom or personnel department 
can easily be adapted to sales training film 
lectures but the placement of your customer 
performance is important. Here, again, two 
points are important: (1) The area must be 
large enough to accommodate a good-sized 
audience and it must have fairly good 
acoustics. (2) The space should be placed 
to draw customers through departments fea- 
tured on the program. A bulletin issued by 
the Associated Wool Industries offers some 
interesting points: (a) The room should be 
large enough to lose the feeling of informal 
compactness. (b) It should be reasonably 
quiet so that all discussion may be audible 
to everyone in the room. (c) While an abso- 
lutely dark room is not necessary, a room 
which can be fairly well darkened is a great 
advantage and will add materially to the 
success and enjoyment of the showing. Ar- 
range all seats in front of the projector. 


What Kind of Films Available? 


* The organizations already mentioned 
supply sound slide films for sales training 
and many of these are adaptable to con- 
sumer promotion. Regular distribution or- 
ganizations such as the YMCA Motion Pic- 
ture Bureau, Jam Handy Picture Service, 
and Modern Talking Picture Service and 
many producers are sources of sound film 
supply and such organizations can also 
furnnish the exact equipment required. 
Many national advertisers place all their 
films with such distributors. Household Fi- 
nance Corporation, Heinz, Coty, Hudnut, 
Coca-Cola, Kenwood Mills, Frigidaire, As- 
sociated Wool Industries and other national 
organizations offer films without charge. 


* The important point is that when depart- 
ment stores have sufficiently organized 
with adequate equipment, promotional 
knowledge and an appreciation of the 
power of this medium in promotion and 
sales training, the many hundreds of sub- 
jects which should be available will be 
made by national manufacturers who today 
are hesitant only because of the lack of dis- 
tribution facilities in this market. 











/Effective, sales demonstrations may also be accomplished within 
specific departments through the use of a compact portable pro- 
je¢tion unit housed in a smart movable cabinet. A typical unit 
ofthis type. utilizing a standard projector, is shown. Other 
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which eliminates film rewinding, adjustments, etc. Short length 
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HOW TO USE MOTION PICTURES IN THE DEPARTMENT STORE 





A Film Survey of Chicago Department Stores 


“HOW DO YOU use motion pictures in your 
store? What significance do you attach to film 
presentations? What direct — or indirect — 


’ results have you observed?” 


These questions were asked of Chicago de- 
partment store officials to determine the extent 
and practicability of motion pictures in depart- 
ment store merchandising. 

The five department stores selected for the 
survey were: Marshall Field and Co., Carson, 
Pirie Scott and Co., Mandel Brothers, The Fair, 
and Goldblatt Brothers — stores which form 
a fairly representative group — whose utiliza- 
tion of films extended over periods of time 
sufficient to justify authentic opinions. 

The survey offers some interesting data on 
both the qualifications and limitations of de- 
partment store movie setups. Officials were 
frank to admit that efforts in many cases have 
been pioneering ventures. But they were em- 
phatic in declaring that motion pictures have 
definitely proven their ability to sell depart- 
ment store merchandise and services. 


* It is interesting to note the double task as- 
signed to movies, as reflected in the Chicago 
survey. Said one official, “We consider the job 
of movies is to sell goods —- make no mistake 
about that! But we consider it just as important 
to sell our salespeople on the merits and ad- 
vantages of certain products, as to sell the ac- 
tual purchaser”’. 

In this significant statement we find a key- 
note of the department store movie sales pro- 
gram. Motion pictures, supplied by alert manu- 
facturers, associations, bureaus, and by the 
stores themselves, are used for the purpose of 
training employees. Movies, aptly co-ordi- 
nated with special department drives, direct 
mail appeals, general advertising . . . stimulate 
customer purchases. Thus, a program involv- 
ing the important job of “backstage selling” is 
co-ordinated with consumer-prospect appeals 

which are being worked out with varying 
degrees of showmanship. 


Carson, Pirie Scott & Company 
Sponsor Own Sales Films 


* About a year ago, Carson Pirie department 
officials decided to test the value of a store- 
made movie. A simple 16mm. film was “‘pro- 
duced”. The subject’ — ‘How to Bathe An In- 
fant’! Filmed by a salesman, the film was 
hardly comparable to some of the craftsman- 
like jobs usually seen, but it proved inter- 
esting to large audiences of mothers. The 
store’s graduate nurse supplied the “sound 
track” in her lecture which accompanied the 


film. Sales of infants’ wear went up. The film 
made a real hit. 

A second film was soon completed, show- 
ing proper methods of preparing a baby’s 
feeding formulas. It proved even more suc- 
cessful than the first. The Baby Department, 
at least, was well on its way to stardom! 

There followed a number of films for par- 
ents. Such subjects as: Making Up a Crib, Se- 
lecting a Layette, Children’s Self-Help Cloth- 
ing, Choosing Toys for Children of Various 





HOW FIVE CHICAGO STORES 
USED COMMERCIAL FILMS 


eck this list lor your own application 


(] Trained Clerks With Syndicated Films 
(_] Trained Clerks With Own Films 

[] Entertained in Toy Departments 

_] Promoted Entire Maternity Center 
}] Sold Travel With Regular Programs 
[] Promoted Own Manufactured Lines 
[] Built Food Department Sales 

[] Aided Club Bureau Activities 

[-] Sold Luggage With Travel Films 

_) Improved Packaging Dept. Results 
|] Aided National Advertising Sales 


[] Special Department Sales Aids 











Ages . . . followed in rapid succession. 

The department's officials had hit upon a 
strikingly effective means of stimulating inter- 
est and subsequent purchases. The pictures 
(which were 16mm. silent, four of them in 
color, presented with accompanying lectures) 
drew lively responses . . . aided purchases in 
other departments as well... and “have dem- 
onstrated tremendous crowd-drawing power 
when mentioned in the store’s advertising”. 

The customer films of Carson Pirie are 
tied-in with national events. For example, spe- 
cial promotion of the baby films precedes Na- 
tional Baby Week. The pictures are, during 
Baby Week, presented every day. One or 
more of the films, during the remainder of the 
year, are presented each Wednesday after- 
noon, in the Infants’ Goods Section. Sales of 


the goods depicted on the screen are traceable 
immediately, say Carson Pirie department 
heads. 

The picture showing proper selections of 
toys for the various ages of children is given 
outside-as well as store-distribution. It is 
shown before Women’s Clubs, Auxiliaries, 
and before various other appropriate groups. 


“Enter the Sales Slip” 


* The enthusiasm of Carson Pirie executives 
for infants’-wear and toy department films, 
rapidly permeated other departments. With 
the store’s Dramatic Club as a cast, a person- 
nel-training film was created to show the mul- 
tiple effects of wrongly-entered sales slips. 

Tracing humorously the difficulties caused 

from the time the slip had been entered to 
the final step wherein the customer's com- 
plaint must be rectified, the movie “shows, as 
no amount of mere lecturing could do, the ex- 
tra work thrown upon the various departments 
through which the slip passes”. This picture 
hes proven valuable for reminding old em- 
ployees of an important matter, and for break- 
ing in new groups. 

The Carson Pirie American Legion Post 
passes in colorful reviews in a film which por- 
trays its multiple activities. The film not only 
possesses fine publicity value, but tends to in- 
culcate pride, Americanism, and to foster store 
loyalty among Carson employees. 


Marshall Field & Company 
Among Store Movie Pioneers 


* Five years ago “Field's” turned to movies 
... found them to be a powerful merchandising 
accessory. Today motion-pictures are an in- 
trinsic and important unit in their aggressively 
modern system. : 

In the Luggage Section, for example... 
Here films on travel subjects — (furnished by 
various travel agencies) are frequently pre- 
sented ... found to be an excellent stimulus to 
sale of travel-needs. 

The Toy Department, catering to juvenile 
audiences on Wednesdays and Saturdays, 
and sometimes on holidays, has its own Chil- 
dren's Theatre. It has a seating capacity of 300. 
Parents, of course, accompany the children, 
and the double selling job thus affected is con- 
summated in the nearby Toy Department. Be- 
sides various children’s films — including 
animated cartoons, film playlets, etc., films on 
toy selection are given for the benefit of the 
parents. 

Motion pictures ‘take’ drapery prospects 











HOW TO USE MOTION PICTURES IN THE DEPARTMENT STORE 





through Field's curtain factory in Zion, Illinois 

. in comfortable seats where sales resist- 
ance is greatly lessened. Similarly, women 
prospects are shown the care and accuracy of 
manufacturing Field's dresses — presented 
in some of the various dress sections of the 
store. As in the great majority of department- 
store-films — all Field's films are of the 16mm. 
safety type. Some of the subjects are pre- 
sented with continuous projectors, which, of 
course, require no attention during the day. 


Sales Training at Field's 


For the initial training of sales-people, ‘‘Mak- 
ing Good”, and "12 Principles of Selling” are 
in use. These films were made in the store 
were handled by professional directors, with 
professional actors. Sales employees also ap- 
pear in “background” bits. 

Both films — shown every week to new em- 
ployees in training — were designed to dem- 
onstrate proper conduct of sales persons; 
courtesy in dealing with the public is brought 
out forcefully; the need of accuracy convinc- 
ingly portrayed.* 

In order to train extra packing clerks and in- 
spectors taken on during the Christmas rush, 
films on packing and inspection were made in 
the store, and were used with signal success 
during the past several seasons. 

“How to Sell and How Not To Sell’’, made 
in 1935, is a 300-foot comedy designed to 
humorously convey the advantages of “right” 
selling and the disadvantages of an unsales- 
manlike behavior. 

Marshal Field officials, alert to the 
advantages of manufacturing and as- 
sociation films, utilize innumerable 
product films in the training of sales 
employees. Teaching their sales-peo- 
ple the fine points of merchandising, 
and of the various lines handled has 
had a tangible effect upon sales- 
ability. Among films recently shown, 
in the several departments involved, 
are technical, descriptive, and sales- 
expository subjects such as Rayon, 
Rugs, Coty’s perfumes, Pyrex glass- 
ware, Wedgewood, and Copeland- 
Spode chinaware. The films are pre- 
sented in special sectional meetings, 
either on projectors owned and op- 
erated by the store, itself, or through 
arrangements with the various manu- 
facturers, who, in many cases, supply 
both sound-projectors and operators 
for store showings. 

Summing up his opinions on de- 
partment store motion picture pro 
* When these films were shown at a recent meet 
ing of the National Retail Dry Goods Association 


hundreds of letters were received by the store, re 
questing use of the pictures 


grams, a high official of Marshall Field and 
Company stated: “Whether used in teaching 
salespeople or telling the public about the 
products we handle, motion pictures put the 
message across in a manner which we believe 
could not be as effectively handled in any 
other way. A good picture combines the merits 
of the printed word with those of a visual dem- 
onstration and a spoken lecture. All this inter- 
ests the audiences, enabling them to absorb 
important information with redoubled thor- 
oughness.” 


Mandel Brothers Favor Films 


* Mandel Brothers, unlike Field's or Carson, 
Pirie Scott, have not as yet utilized store-made 
films. All their films are secured from outside 
sources. This organization has, however, had 
strikingly effective success with movies in 
both consumer-showings and sales-training 
ventures. 

Motion pictures are consistently used in the 
Woman's Club Bureau. Quarters provided 
within the store for various women’s club 
meetings encourage an intimate and social 
atmosphere. Movies are frequently run in 
these headquarters, illustrating various items 
and accessories — furnished by manufactur- 
ers and associations. Direct sales have been 
traced to these motion picture presentations. 

Mandel's Travel Bureau, operated as a con- 
cession, also makes frequent and telling use 
of numerous travel film subjects which are 
sent by railroads, steamship, and airlines. 

The Sales-Training Department of Mandel 








Brothers extensively employs expertly-pro- 
duced films of numerous manufacturers, such 
as the Lux and Ivory Soap films, and Coca 

Cola'‘s recent “Along Main Street”. 


Movies at The Fair Store 


* The Fair Store's Travel Bureau, with a set- 
up similar to those cited above, offers travel 
subjects every Friday morning. This it has 
done “for the past three years, without having 
to repeat any picture, and with good results in 
the sale of trips.” 

Announcement of the free travel showings, 
according to the Fair Store department heads, 
has obtained much valuable newspaper pub- 
licity for the store. In addition, it has aided in 
building up a regular Friday morning clientele 

—audiences averaging 600 persons. Increased 
business has been observed not only with 
respects to trips, but in innumerable miscel- 
laneous purchases made throughout the store 
by the attenders. 

The Fair also uses a number of manufactur- 
ers’ films for sales-training in various store 
departments. 


Goldblatts Active Users 


* A signally successful Cooking School pro- 
motion, in Goldblatt Store in Chicago, employs 
motion pictures to real advantage. With a 
splendid variety of food-pictures to pick from, 
programs of definite and varying “flavor” 
have been found possible. Presented every 
Tuesday and Friday afternoons before women 
audiences, the various menus illus- 
trated are real sales-stimuli. Sales of 
foodstuffs, seasoning, grocery staples, 
and the various food-items featured 
have been favored a marked increase, 
following these movie-stage presenta- 
tions, say Goldblatt officials. 
Juvenile entertainment films, shown 
in a special auditorium of the down- 
town store, have attracted many par- 
ents and children Saturday mornings. 


Call in Branch Men 


* Goldblatt Brothers not only advo- 
cate movies for consumer-prospect 
cultivation, but find them equally suc- 
cessful for extended sales-promotional 
activities. Significant manufacturers’ 
films are shown to department man- 
agers, who are called to the State 
Street Store for special screenings of 
them. The managers go back to their 
respective departments better quali- 
fied to sell merchandise, and to in- 
struct and aid their sales-clerks. 
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“STAR IN MY KITCHEN” — 12 reels 


Sponsors: 

Pictorial Cooking School 
Produced by: 

Wilding Picture Prod. 
Type: Syndicated national 


advertising feature for 
consumers. 


STORY: In the best Hollywood manner, girl-meets- 
movie-star and successfully proves to be girl-in-the- 
kitchen to happy ending. 


DISTRIBUTION: Entirely consumer in rented thea- 


tres with local newspaper ad tieups. 











“DAYLIGHTING THE PADRES TRAIL”— 2 reels 


Sponsors: : 
Southern Pacific R. R. 
Produced by: 

Castle Films 

Type: Promotional trav- 
elogue for group show- 
ings, schools, etc. 


STORY: Scenic trip Los Angeles to San Francisco 
on the streamlined “Daylight” of the Southern Pacific 
attractively photographed, graphically told. 


DISTRIBUTION: Showings by request to clubs, 
travel-minded groups, schools, etc. 


Brief _ 
Reviews 
of Current 
Releases 


Sound Motion Pictures Now Being Shown 


To Various Audiences 





“FRONTIERS OF THE FUTURE” — I reel 


Sponsor: 


Natl. Assn. Mfrs. 


Produced by: 
Audio Productions 





Type: Public Relations 


STORY: Lowell Thomas points out to America that 
opportunity again knocks through science. Research 
in “big business” produces greater opportunities- 
presages industry of tomorrow. 


DISTRIBUTION: Theatrical and special group 
showings. 











“THE FOURTH KINGDOM” — 3 reels 
Sponsor: 
Bakelite Corporation 


Produced by: 
Audio Productions 


Type: Institutional 





selling. 

STORY: Chemist explains development of Bakelite 
plastics in test tube. Shows develoj ment of vast in- 
dustry, thousands of products. Science is “Fourth 


Kingdom” of Nature. 


DISTRIBUTION: General group showing, colleges, 
etc. 


“HEAT AND ITS CONTROL” — 4 reels 





ae | 


j 


Sponsor: 

Johns-Manville Corp. 
Produced by: 

Caravel Films 

Type: Institutional 
selling. 

STORY: Physics of heat explained through skillful 
use of historical background, diagrams, graphs, etc. 
with explanation of part J-M materials play in its 


control very subtly explained. 


DISTRIBUTION: Industrial, engineer groups, ete. 


plus general educational distribution by request. 








“DIESEL — THE MODERN POWER”— 2 reels 
Sponsor: 


General Motors Corp. 


Produced by: 

Audio Productions 
Type: General distribu- 
tion educational-public 
relations film 





STORY: The principle, development and operation 
of the Diesel engine is effectively demonstrated in 
technical animation and modern application to power 
plants, boats and streamline trains illustrated in 
newsreel manner. 


DISTRIBUTION: General public through groups, 


etc. 








“THE BENEFICENT REBROBATE” — 4 reels 


Sponsors: 


National W.C.T.U. 
Produced by: 

Burton Holmes Films 
Type: Institutional public 
relations. 





STORY: Educational theme with historical back- 
ground in discovery of alcohol; industrial uses and 
personal hazards of use illustrated in university tests. 
Extremely authentic research, entertaining presen- 
tation. 


DISTRIBUTION: YMCA Bureau, schools, groups 


on request. 


“THE FIRST CHAIR” — 4 reels 
Sponsor: 
C. G. Conn, Ltd. 


Produced by: 
Wilding Picture Prod. 


Type: Consumer showing, 





dealer aid 


STORY: Entertaining background to subtle sales 
theme of Conn’s instrument craftsmanship. Encour- 
ages band participation; use of better instruments 


by members. 


DISTRIBUTION: Selected young groups and parents 


through dealer showroom arrangements. 











“THE CHANCE TO LOSE” — 1 reel 


Sponsor: 

Plymouth Div. Chrysler 
Corp. 

Produced by: 

Wilding Picture Prod. 
Type: Public relations 
with subtle advertising 





STORY: Third in a series of prize-winning semi- al- 
truistic safety films. Endorsed by National Safety 
Council, police depts. etc. as spearhead of campaign 
for better driving. 


DISTRIBUTION: Designed for theatrical release 
plus special group showings (safety meetings, etc.) 
and dealer showroom display. 








“WINNERS WITH WHEAT” — I reel 
Sponsor: 

National Biscuit Co. 
Produced by: 

Castle Films 

Type: Educational-adver- 
tising 





STORY: Coach presents story of food values in 
cereals; introduces college coaches and athletes. Trip 
through Niagara Falls Shredded Wheat plant also 
seen. 


DISTRIBUTION: Chiefly schools and colleges, 
younger groups in YMCA’s, etc. 








“GOLFING WITH THE MASTERS” —- 3 reels 


Sponsor: 


Wilson Sporting Gds. Co. 


Produced by: 
Atlas Film Co. 


Type: General consumer 





selling 

STORY: Atlanta, Ga. Masters’ Tournament pictured 
with narrative interludes on golf equipment, ball 
making and introduction of outstanding golf person- 
alities. 


DISTRIBUTION: To country clubs, club groups, ete. 
(Reviews Continued on Page 62) 
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DRIVE EM 


AudiVision's best customers are hard-boiled executives —unresting 
searchers for new ways fo sales. 





» 
eo 








When sales resistance stiffens and budgets shrink, their answer is: 
GET BUSY, YOU SALESMAKING DOLLARS! DO MORE WORK! 


These men get more work from their salesmaking dollars through AudiVision 
‘productions which carry a wallop to their buyers, jobbers, dealers and sales- 
men. 

o + * 


AudiVision productions actually increase sales! Yet they're not expensive. 





They're practical—down-to-earth—based on fundamental principles of selling, pro- 
moting and merchandising that have been proved successful in scores of industries. 
The AudiVision clientele includes the leaders in all kinds of industries: 
General Foods, U.S. Rubber, U.S. Cane Sugar Refiners Association, Keystone 
Lubricating, Dixie-Vortex, Bakelite, J. |. Case, Coca-Cola, Stromberg- 


Carlson, D. L. & W. Coal, Goodrich, Texaco, G. R. Kinney, National Associa- 
tion of Ice Industries, Squibb, General Electric. 


For these and a hundred other companies of equal standing, AudiVision produces: 


e movies, talking and silent 

slide-films, talking and silent, in black-and-white or in natural color 
recordings without pictures 

staged skits and other special features 

training and trade promotional programs 


ee. 


Perhaps AudiVision can offer a budget-saving, profit-making suggestion to YOU. Why 
not find out? It costs you nothing! 


Run through the list of brief, factual reports at the right. Check the ones that interest 


you. We'll gladly send whatever you ask for—no charge, of course, and not the slightest 
obligation. 


Then if you want to talk—that's up to you. 


AUDIVISION 


285 MADISON AVENUE 
NEW YORK CITY 
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HARDER 


Check 


THE TOPICS THAT INTEREST YOU 


AudiVision has recently issued the fol- 
lowing brief, factual reports of what 
other executives are doing to make 
their selling dollars more productive. 


[] 1. Taking Your Story to the Public. How 
to put over your sales message to selected 
groups and make it stick. 


[_] 2. Making More Sales Through Depart- 
ment Stores. Describes a unique, well-tested 
system for getting retail salespeople to step 
up your sales. 


[_] 3. Turn on the Daylight. How to make a 
persuasive, commonsense presentation of 
facts about your business. 


(_] 4. Conducting Profitable Sales Meetings. 
Reducing their expense while increasing results. 


[_] 5. Larger Orders From Y our Jobbers. Cites 
records; not theories, about methods of winning 
the active cooperation of jobbers’ salesmen. 


[_] 6. Business Needs Its Own Movies. How 
to avoid “too much Hollywood” and how to 
obtain genuine sales-slanted showmanship. 


[_] 7. Bigger Sales Per Stop. Converting route 
drivers into real route salesmen. 


(_] 8. Natural Color in Slide-Films. A straight- 

forward explanation of the uses and costs of 

faithful rendition of color on the slide-film 
screen. 


In addition to the special reports 
here listed, you will want a 
copy of the AudiVision descrip- 
tive booklet called Jolting the 
Joneses. 
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THE RANGE AND NUMBER of business concerns 
successfully using the sound slide films reads like 
a general index to the country’s best merchan- 
disers. To a few of these concerns, as in the case 
of most small companies, the talking slide film 
has been the introductory medium with which they 
first began to use visual selling and training meth- 
ods. For the great majority today, a constant 
stream of these simple and comparatively inex- 
pensive units is rolling off the production lines! 

These striking advantages the talking slide film 
does possess: it has adaptability and thus can be 
as readily applied to the door-to-door selling job 
of a single individual as it is generally used in 
group training. It offers maximum economy—thus 
is available for repeated use. Production of a slide 
film series enables the user to schedule all-im- 
portant followup meetings; to adapt selling and 
training programs to varied circumstances and 
seasons; achieves the same effective results as the 
continuous advertising campaign. 

The simplicity of the slide film which, as the 
elementary user knows, is merely a series of single 
still pictures accompanied by a recorded voice, is 
really its greatest single advantage. Motion and 
dimension are aided by the voice which accom- 
panies each projected scene. The stop-motion ef.- 
fect possesses an educational force of real 
merit. Simplicity is again an advantage in the 
portability and ease of operation which distin- 
guishes the slide film apparatus. The simplest 
device is the tiny pocket projector which uses a 
silent slide film; the most elaborate, a record 
machine weighing perhaps thirty pounds and 
capable of addressing an audience of a thou- 
sand or more persons. 

Many concerns have added another element 
of adaptability to their film programs with a 
series of slide films which accompany or sup- 
plement sound motion picture features. Thus, 
again, slide film sequences have been very suc- 
cessfully added within full-length sound mo- 
tion pictures to again demonstrate the advan- 
tages in instructional values of slow-motion. 


* Within recent weeks, the most illuminating ex- 
ample of the potentialities being discovered by 
business in its every day use of the talk slide film 
may be read from a letter addressed to a profes- 
sional producer of such films by L. A. Kling, vice- 
president of the Frank Presbrey Company, adver- 
tising agency. Mr Kling says, in part: 

“| have just completed a trip for the Schwitzer- 
Cummins Company, Manufacturers of Stokol Hy- 
draulic and Silent Triplex Stokers, Furnace Units, 
Blowers and Home Ventilators, which I believe 
is a record of some kind. 

“In less than five weeks traveled 8800 miles . . . 


TH 


held 21 all-day meetings before approximately 
1500 Stokol dealers. And a very large part of our 
achievement can properly be credited to the show- 
ing of The Midwinter Night's Dream — the 
dramatized slide film which you produced for us 
on both bituminous and anthracite Stokol equip- 
ment. This film of 183 frames and 20 minutes of 
solid selling makes it possible for new dealers and 
inexperienced salesmen to sell Stokol in competi- 
tion with most skillful people in the organization. 

“The day of visual selling has arrived. A com- 
bination of conditions has brought this about. 
Sales training methods of a few years ago are ob- 
solete. There is no substitute that I know of for the 
slide film as a vehicle for sales training and group 


selling.” 


* To the manufacturer of low-price articles, use of 
sound picture selling has often appeared impracti- 
cal. The experiences of the Coca-Cola Company, 
however, in merchandising a five cent article bears 
high testimony to the efficiency of the medium. To 
Coca-Cola’s seven hundred bottlers this year went 
the fifth series of merchandising meetings entirely 
based on six slide film productions as the key- 
stones of sales instructions. Here’s how Coca-Cola’s 


promotional brochure to dealers describes them: 





This humorous scene illustrates a point in Coca Cola’s 
recent talking slide film, “Under the Lid” 


“The Merchandising Service is a sales promo- 
tional program built for the bottler and his sales 
organization. It keeps the bottler abreast of the 
latest developments for building sales of Coca- 
Cola. It teaches salesmen the fundamentals of mer- 
chandising Coca-Cola and shows them how to put 
these fundamentals into effective use. It provides 
the thought and material for a well-rounded sales 
program. The Merchandising Service is offered in 
the form of a series of sound-films to show the 
individual Coca-Cola sales organizations, together 
with instructions for the plant manager, bulletins 
for posting in plant and on trucks, and printed ma- 


Bb 


SOUND SLIDE FILMS 


terial covering the subject of the meeting for the 
personal use of each salesman. The Merchandising 
Service also makes available to subscribers such 
accessories as handbooks, refrigeration charts, 
survey sheets, etc. — whatever is necessary to put 
into effect the well-rounded program suggested. 

“Through The Merchandising Service every 
plant has the means to keep in step with the most 
effective sales promotion methods. The salesmen 
have the opportunity to learn merchandising by 
seeing and hearing what merchandising is and how 
it should be done. In developing material for a 
Merchandising Meeting the most important prob- 
lems connected with the sale and promotion of 
Coca-Cola are analyzed. New plans and ideas of 
the most progressive bottlers are investigated and 
tested in the field by trained men who contact man- 
agers, ride with salesmen, call on dealers. Then 
those plans found most successful are given to sub- 


‘ scribers of this service. In this manner the exper- 


ience of 1,100 bottling plants is digested and con- 
densed for the benefit of all. Renewed subscrip- 
tions from hundreds of bottlers each year is con- 
vincing testimonial of the value of this service. 
The Coca-Cola Company confidently recommends 
it to all bottlers.” 

To summarize Coca-Cola’s activities in the 

visual field is to restate these important points: 

1. The company is one of the earliest users 
of the slide film medium. 

2. It is one of the most consistent users of 
talking slide films. 

3. It has experienced universal and consist- 
ent success in its use. 

1. A 5c article is successfully merchandised, 
proving the adaptability of the medium to 
all classes of goods and services. 

5. The company using the medium is recog- 
nized for its merchandising alertness. 

6. Coca-Cola has, finally, accomplished what 
one authority terms an “almost insur- 
mountable job of converting drivers into 
salesmen.” : 

Slide film productions f6F this company are 
turned out by any experienced and capable pro 
ducer of this type of film. A complete service is 
offered the dealer and bottler. This includes the 
purchase of equipment and the offer, also, of a 
library of back meetings which have been smartly 
edited so that they remain completely re-usable. 


* Excellent slide films which possess strong enter- 
tainment value or worthwhile educational material 
are used with real success for consumer showings. 
National users who apply this economical medium 
to the consumer field have long ago dismissed the 


(Continued on Page 43) 
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by the Helping Hand 


¥. spend thousands of dollars to perfect your product—thousands more 


to maintain its quality. 


..You spend still more in advertising and sales 


promotion. Worthwhile, of course, because they lead buyers toward your product. 


But then...WHAT HAPPENS AT THE POINT OF SALE? 


How far would your sales curve be upped if more of your salesmen closed 


more sales? 


Business films are accepted as the one most effective way to train salesmen 
to close more sales. Proof? The list of companies using them speaks for itself. (*) 


Investigate. Apply “Picturized Presentations” to YOUR sales problems. They 
are stimulants for stubborn sales. Get the most from your business film pro- 
gram. Check your producer on these five essential requirements: 


1. FULL UNDERSTANDING 


Does your producer understand sales problems? Brobuck's 
staff is as widely experienced in salesmanship as it is in 


showmanship. Both are necessary. 


2. THOUGHTFUL PLANNING 
Can your producer plan a resuit-getting program? 
Brobuck's staff is trained to think straight through to the 


heart of a sales problem. Sound sales planning is necessary. 


3. ACCURATE INTERPRETATION 


Can your producer write scripts that properly interpret your 
story? Brobuck's staff knows, by experience, how to com 
bine selling punch with human interest. Both are necessary 


4. PROFESSIONAL PRODUCTION 


Can your producer turn out shows of professional quality? 
Brobuck's staff has had long years of experience in 


the production of business films. Quality is necessary. 


5. EFFECTIVE FOLLOW-THROUGH 

Can your producer help you get your program used in 
the field? Brobuck's staff is expert in putting sales pro- 
grams into practice. Proper follow-through is necessery. 


We invite you to make us prove it—our representative 
will gladly call in answer to your inquiry—no obligation, 


of course 


ROBUCK 


INCORPO RQATE D 


GEORGE BROSCH, President 
15 E, Bethune, 


SEE Da ea A 2 emt => - — 


Detroit 


R. L. BUCKINGHAM, Exec. Vice-Pres. 
35 E. Wacker, Chicago 
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(*) Among BROBUCK’S clients: 


Chrysler Corporation: 
Plymouth Division 
Chrysler Motors Service Department 


Ford Motor Company 

J. 1. Case Company 

Packard Motor Car Company 
International Ass'n of Milk Dealers 
The Simoniz Company 

Chicago & Northwestern Railroad 
Allen Electric & Eq 
The Perfect Circle Companies 
The Orange Crush Company 
Kent-Moore Organizations, Inc. 


tc 
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The Rough Notes Company, Inc. 

Wagner Electric Corporation 

The Studebaker Corporation 

The Flintkote Company 

Williams Oil-O-Matic Heating Corporation 

















ON A continuing release basis of one production 
per month, the International Association of Milk 
Dealers has embarked on an ambitious sound slide 
film program. The headquarters of the Association 
is in Chicago, but its membership, drawn from 
leading milk distributing companies, reaches from 
coast to coast. 

The first film of the series, Collection Time Is 
Selling Time is already in the field and has been 
outstandingly successful, according to R. E. Little, 
executive secretary of the Association. The second 
production, Know ’Em and Hold ’Em is being re- 
leased this month. Two more films, The Road That 
Leads To Sales and Winning Back Lost Customers 
are now in production. 

“Interest in the slide film program has been re- 
markably keen,” Mr. Little says. “The success of 
the first picture has convinced us that we have 
found the ideal medium for getting across to milk- 
men the basic principles and methods that will win 
and hold the good will of the customers on their 
‘ routes. Reports from our members indicate that 
their milkmen have evidenced remarkable interest 
in the slide film program.” 

Route sales training has been one of the major 
activities of the Association for several years. A 
survey just completed by the association reveals 
an astonishing degree of sales effectiveness result- 
ing from the use of “The Balanced Job” manual 


issued by the Association in 1937. Sales reports 





van 


A scene from one of the recent sound slide films 


released by the Milk Dealers Association. 


were received by the Association last year from a 
group of milk companies who were not using the 
Association’s 1937 sales training program. Rec- 
ords were also received from a group of companies 
of similar size, location and sales potential who did 
use the program. The result was that the group 
using the training program showed a sales in 
crease of more than fifteen per cent over the group 
of non-users within five months after the start of 
the program. 

“The result of this analysis,” Mr. Little says, 
“convinced us that money spent on sales training 
is a very profitable investment. It was on the basis 
of this survey that we decided to proceed in 1938 





with a more ambitious program of driver training 
and to experiment with sound slide films as the 
training medium, as a complement to our training 
program. 

“Reports received from our members as the re- 
sult of the first showings convince us that we have 
made no mistake in co-ordinating this highly dra- 
matic, human interest form of training with our 
The Balanced Job.” 


We have letters from various parts of the country 


regular program based on “ 


stating that milkmen have found it extremely easy 
to put into actual practice on their routes the sales 
methods and ideas they see in the pictures. One 
letter from a milk company in Pasadena, Cali- 
fornia, says: “One of our routemen decided to try 
out the ideas he had seen in the picture. Before 
noon on the day after the showing, this man had 
phoned in for eleven extra cartons of cheese and 
eight of buttermilk.’ 

“There is no doubt, in my mind, that our slide 
film program will result in some very marked sales 
increases for the companies that use it.” 

Members of the 
has responsibility for the program are: W. A. 
Baril, Borden-Wieland, Chicago; Allen 5S. French, 
French-Bauer, Inc., Cincinnati; E. F. 


Association’s committee that 


Hagemann, 
t. Louis; T. K. Hamilton, 
Diamond Milk Products, Columbus, O.; E. J. Lar- 
son, Bowman Dairy Company, Chicago; 
Meeker, McDonald Dairy Co., Flint, Mich.; and E. 
V. Mitchell, Polk Sanitary Milk Co., Indianapolis. 


St. Louis Dairy Co., S$ 


Gerald 


LALA SaTaRYAW OX 


OUND SLIDE FILM | EQUIPRSE 





1§ 3 g BUDGETS 


LEAVE NO ROOM FOR UN- 
TRIED EXPERIMENTS IN 


SALES TRAINING 


THAT’S WHY three hundred industrial con- 
cerns — large and small — selling everything from 
soft drinks at a nickel to tractors at a thousand dollars 
have purchased over 20,000 Illustravox projectors and 
are getting greater value from sound-slide films this 
year than in any year since 1933. 

They know from experience that sound-slide films 
make better salesmen at lower cost. They know, too, 
that Illustravox tells the story of their product as they 
want it told every time. It never forgets, never gets 
tired, never gives up. 

If you have five or five hunu:ed salesmen — twenty 
or two thousand dealers — you will want to 


INVESTIGATE ILLUSTRAVOX NOW! 
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BETTER PICTURES 


... BETTER SOUND 
VIS-O-PHONE 


LIGHTER 


with the 


MORE 
COMPACT 


SET UP IN 
A MINUTE | 


EASIER 
TO CARRY 


CONVENIENT 
TRIPCORD 
FOR 
CHANGING 
SLIDES 





Model L-103 for audiences up to 100 illus- 
trated. Other models for audiences up to 500. 





A new advance in slide film sound projectors. Approved 
by both producers and users of industrial films. Plays 10, 
12 and 16 inch records. AC or DC current. Self-contained 
screen. Self-contained record compartment. 100 watt 
projector. See, hear, operate the new VIS-O-PHONE. 
For details and demonstration see your film producer 


SUUND PROJECTS COMPANY 
CHICAGO 


3140 WALTON STREET 











In the Forthcoming 
WORLD'S FAIR EDITION 
of 
BUSINESS SCREEN 
are included — 

These Important Articles 


PLEASING FAIR CROWDS 
YOUR EXHIBIT & MOTION PICTURES 


WHAT CHICAGO'S FAIR SUGGESTS 


and a compl te section of 


Exhibit Layouts and Plans Drawn by 
Nationally Famous Industrial Designers 


« 
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Sound Slide Reviews 


FILMS USED IN VARIED FIELDS 





From “The Fall Guy” 


Sponsor: U.S. Rubber Mutual Tire Dealers Corp. 

Title: “Meet Bill Todd” 

* Bill Todd, a typical service station owner, and an old friend, the U. S. 
Rubber representative, exchange reminiscences about the growth and prog- 
ress of Bill’s business from its beginning to its present prosperity via a 
balanced selling plan. 

Since the production is designed for oil company outlets and U. S. dealers 
all over the country, the film develops its theme on how balanced selling 
builds profits from all service station items, and interesting flashes of selling 
technique are dramatized as concrete examples of successful salesmanship. 


Sponsor: U.S. Cane Sugar Refiners’ Association 
Title: “/t Could Happen Here!” 
* The film is addressed primarily to labor and consumer groups in an 
endeavor to interest them in protesting against legislation which militates 
against U. S. sugar refiners. 

Through the medium of a conversation between several refinery employees, 
this film explains the situation of domestic cane sugar refiners in relation 
to the present quota system. 


Sponsor: General Foods Corporation 

Title: “A Case for Better Business” and “The Cereal Bowl Revue” 

* These two half-hour productions are designed to interest the sales force in 
capitalizing on 1938 plans for advertising and promotion. 

“A Case for Better Brsiness” emphasizes how saleability of the sponsor's 
products is already proved by investigations among thousands of house- 
wives. Newspaper ads, magazine tie-ups, store displays are all illustrated to 
show how completely the campaign “follows through” to back up sales efforts. 

“The Cereal Bowl Revue” develops the pulling power of advertising plans 
for radio audiences. 


Sponsor : Charis Corporation 

Title: “Good Fittings Make Good Customers and “Stepping Stones to Bigger 
Business” 

* These two films are part of a series which Charis Corporation has made 

during the past two years for training its fitters and saleswomen all over 

the country. 

The correct methods of corset fitting are explained in “Good Fittings Make 
Good Customers”. Pictures of actual demonstrations in close-up and clear 
verbal instructions make this film extremely successful for training purposes. 

“Stepping Stones to Bigger Business” lists various types of figures and 
continues the training begun in the previous films. 


Sponsor: Chek-Chart Corp. 

Title: “Profits from Merchandising Lubrication” 

* A new sound slide film showing profits which can be derived from more 
effectual merchandising lubrication service through the use of Chek-Chart 
has just been released. 

The film is an attention-getter from the start. Woven into the drama of a 
service station operator who did not want to be “told” is the story of how he 
learned many things about selling lubrication and how to make his lubrica- 
tion department the “SALES ARENA” of his business to boost the sales and 
profits of other products and services. 


Sponsor: National Safety Council 

Title: “The Fall Guy” 

* A new sound slide fiim illustrating hazards to safety has just been released 
for distribution by the National Safety Council to business organizations. 
Hazards in daily work are graphically illustrated in this sound slide film 
subject. 











Unit Production Up 


PLAN SLIDE FILMS IN SERIES 





from “YMCA Forward” 


(Continued from Page 39) 


the thought that the lack of action limited the field of distributing of 
slide films. Household Finance Corporation, for example, distrib- 
utes a series of talking slide films on Better Buymanship to women’s 
groups throughout the East and Middlewest. Authoritatively edited 
by home economists, unbiased and frank in the exposition of their 
subjects, these films have earned widespread praise. Similiarly, 
newspaper files reveal that a recent historical slide film “A Century 
of Progress”, made for the Norfolk & Western railroad, is now ex- 
tremely popular among club groups, etc., in the South Atlantic states 
to which its distribution has been limited. 

The most recent editorial bulletins graphically describe the wide 
variety of uses to which slide films are being put. Among the produc- 
tions just completed or being made are those for Westinghouse, 
General! Electric’s Hotpoint division, the Chekchart Company of 
Chicago, and the first of a series for the National Safety Council en- 
titled “Fall Guy”. Cooper’s Streamlined Men, and several for Stand- 
ard Oil, Williams Oil-O-Matic, Simoniz and the Modeen Company 


of Racine partially checks a long list of recently produced films. 





* The Cleveland Y.M.C.A. forward movement has issued a sound 
slide film which played an important part in its fund-raising drive. 








The New Era of Visual Selling 


We are creators of an utterly new tech- 
nique in talking slide films for direct sell- 
ing and sales training. Clients say that our 
films move faster and pack more selling. 
You will understand why when you see 
one of our productions. 

Our script and continuity writers have had years 
of experience. Our studio men are experienced 
showmen who appreciate the importance of time 
in completing a production. Our field men are ex- 
perienced merchandisers skilled in holding sales 
meetings. By concentrating exclusively on slide 
films, we are able to accomplish substantial savings. 
Comparative prices will prove this. 

We refer you to any of our clients, such as the 
Crane Company, Fairbanks-Morse, Investors Syndi- 
cate, United Air Lines, and Schwitzer-Cummins Co. 

Without obligation we would like to show you a 
few recent productions and submit a plan for your 
consideration. 


TALKING SALES PICTURES, INC. 


540 N. MICHIGAN AVE. 480 LEXINGTON AVE. 
CHICAGO, ILL. NEW YORK, N.Y. 
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PROJECTORS 


To put more punch into selling, aggressive merchandisers, in rapidly 
increasing numbers, are turning to slidefilms, both silent and sound. 
This modern tool dramatizes your sales message and insures the cor- 
rect telling of it every time. When slidefilms are shown by S. V. E. 
Picturol Projectors, you are sure of brilliant, sharply defined screen im- 
ages. The optical system in these projectors is the result of 19 years of 
engineering leadership by the originators of the slidefilm stereopticon. 


STANDARD IN ILLUSTRAVOX 
And Other Quality 
Sound Slidefilm Units 


Electro Acoustic Products Co., and other manu 
facturers of high grade sound slidefilm equipment 
have standardized on S. V. E. Picturol Projectors 
because of their compact design, efficient projection and 
convenient operation. 










As Used 
With Sound 
M AN Y STYLES 
S. V. E. line of slidefilm 
ector des styles and 
Y requirement 
units for con 
powered 
auditorium use 
1 below for com- 


Also Ask About 
S.V.E. AUTOMATIC 
FILMSLIDE TAKE-UP 


rst practical take-up de 
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Chosen By Successful Merchandisers 


Thousands of S. V. E. Picturol Projectors are being used 
by manufacturers in many lines of industry. Chrysler 
Corporation, Crane Co., Ford, General Electric, General 
Motors, Iron Fireman, Servel, Standard crands, Stand- 
ard Oil Co., and hundreds of other progressive com- 
panies engaged in intensive merchandising have se- 
lected S. V. E. equipment on the basis of its performance. 

Insist on time-tested S. V. E. Picturol Projectors for 
your slidefilms! Mail the coupon below for interesting 
folder entitled ‘“Salesmen Are Made” covering the ad- 
vantages of slidefilms and illustrating the many types 
of S. V. E. projectors which are available. 


FREE LITERATURE Mail Coupon Now! 


SOCIETY FOR VISUAL EDUCATION, INC. - Dept. 6B, 327 S. LaSalle St., Chicago, Ill. 


[) Send immediately your free folder ‘“Salesmen Are Made” describing S. V. E. Picturol 
Projectors. 
[) Tell us more about your new S. V. E. Automatic Filmslide Take-Up. 








Name 





Firm Name 
Address 





























These are the 
names behind the 


name that 


CASTLE BUILT! 


Castle not only makes business motion pictures— 
Castle sees to it that they are seen. That is why, year 
after year, names like these stand solidly behind the 
" — Castle reputation. 

eltnes E R N PAC I F | c Nation-wide facilities for planning, producing and 
i distributing business films are available through three 
= complete units. 

See a Castle representative and learn what modern 


business motion pictures can do for you. 





~ SUNKIST 


CASTLE FILMS 


PRODUCERS e DISTRIBUTORS 
EXHIBITORS OF BUSINESS FILMS 


V E R M '@) N 7 < MAR K LE , NEW YORK CHICAGO SAN FRANCISCO 


RCA BLDG. WRIGLEY BLDG. RUSS BLDG. 
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PROMOTION & DISTRIBUTION 


A SECTION DEVOTED TO THE MERCHANDISING AND 


COOLERATOR’S DECISION to use a movie was made 
only after considerable deliberation on our part 
because we are not a large company and the bud- 
get required for a 4-reel, dramatic type of picture 
represented a large investment to us. 

However, we realized the power of the “movies”, 
having used visual selling in one form or another 
for the past several years, and realizing its value, 
decided to proceed with the movie as a necessary 
element to complete our selling and advertising 
plans for 1938. 

Selling an ice refrigerator through ice com- 
panies presents so many problems because of lack 
of merchandising organization that there were a 
number of possible uses for a movie. Looking for 
a shortcut to put us in a position to tell our story 
to the public — our prospective customers — a 
mass selling type of approach was decided upon. 

In selecting this approach we had considered 
the necessity of better trained sales people, a more 
comprehensive understanding of merchandising 
problems on the part of dealers, and while the 
Coolerator movie is essentially a consumer picture, 
nevertheless the other points of view were con- 
tinually in the backs of our minds throughout the 
writing and production of the show. 

The stage setting, permitting the use of the 





CIRCULATION OF BUSINESS & EDUCATIONAL FILMS 
iP 


/, 


«“ 
~ 


~ 
’ 


fj 


oy 
~~ 


Coolerator Movie Piles Up Audience Records 


BERESFORD 


Advertising Manager, The Coolerator Company 


by H. C. 


movie, had been built up over a period of three 
years since general national distribution had been 


obtained. This had been accelerated through our 




















































































































use of national magazines and an ever-increasing 
sales force and concentration of sales activities. 
The movie, then, was intended to close the gap be- 
tween the consumer's being aware of our product 
and her becoming specifically interested in it and 
thus eventually sold on Coolerator advantages. 

Since refrigerators are used chiefly in the home 
and prejudices for a particular kind are built up 
in the minds of housewives, a direct appeal to them 
is made in the Coolerator movie. This begins with 
the title Husbands Are Good For Something. 
In reality, the picture is of a homemaking and 
cooking school type. A plot, with the opening scene 
at the Friday Afternoon Card Club, quickly sets 
the stage for a demonstration of the culinary art 
and homemaking ideas. 

The dominant leads in the story are shared by 
Marion Pennock, capable home economist, who is 
now the proud owner of her second Coolerator, 
and Eileen Harrison, the artistic but indifferent 
young housewife, whom she teaches to become a 
successful cook. 

The show comes to its climax and a happy end- 


ing when Eileen Harrison learns the importance 


of a good ice refrigerator — Coolerator — in pre- 


(Continued on the following pages) 
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WHAT COOLERATOR 
DEALERS HAD TO SAY: 


“64 SALES IN ONE DAY!” 
Oklahoma City, Oklahoma 


“BEST MONEY EVER SPENT” 
Boise, Idaho 


“EVERY SEAT TAKEN” 


Hanford, California 


“RESULTS UNBELIEVABLE” 
Richland, Vis sourt 


“WORTH MANY TIMES THE COST” 


Moose Jaw, Sask. 


“TWO SALES FOLLOWING SHOW" 


Salisbury, Maryland 


“HIGHLY PLEASED” 


Easton, Maryland 


“MANY PROSPECTS WERE SECURED” 


Richmond, Virginia 


“RESULTS ARE GOOD” 


W eyauwega, Wisconsin 


“PLAN A RE-SHOWING” 


Monroe, North Carolina 


“SOLD 23 COOLERATORS” 
Tampa, Florida 


“MANY PROSPECTS SECURED” 


Edenton, North Carolina 


“HELPS OUR SALES” 
Bicknell, Indiana 











refrigeration ever made. 





What is this COOLERATOR MOVIE? HOW WILL 1 BENEFIT 


A dereel (15 minute) feature motion pi -_ aap me 
ture appealing particularly te women “ = = — os 
Gives valuable suggestions ou cooking and — Foxe ares ote : =m 
homemaking ... At the same time holds = - = =. = E 2 = 
the interest with a dramatic and enter- > ers 
taining plot... Through it all is expertly 
weven one of the most convincing explan- 


ations af the advantages of modern ice 
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Coolerator Sets Audience Records 


(Continued from Page 45) 


paring palatable dishes. She delights her family 
by quickly absorbing Marion Pennock’s instruc- 
tions and wins a buffet supper contest over a strong 
field, including Amy Lawson, who has been the 
critical thorn in her social life at the bridge club. 

The important questions are: Does the movie 
entertain, does it hold interest, does it give prestige 
to ice refrigeration and Coolerator and actually 
sell mérchandise? We believe the answers are 
definitely — yes! 

A vital problem for every user of commercial 
motion pictures is distribution. Our movie is 
shown in two general ways: One, the idle hour 
theater show, using 35mm. film; the other, club 
shows, using 16mm. film. 

The most spectacular results have been gained 
from the theater shows which have been staged in 
large metropolitan centers such as Milwaukee and 
in the smallest hamlet boasting of a theater. The 
formula for showing is simple; the film is made 
available to Coolerator dealers free. The responsi- 
bility of staging the local show is the dealer’s. An 
outline of the procedure to follow is supplied (the 
illustrated press book) and when this outline is 
followed, results are certain. The plan, in addi- 
tion to reaching a large group of prospects in a 
forceful and effective manner, obtains informa- 
tion as to present equipment (its age and kind) 
and offers the sponsoring dealer a survey of his 
community with specific information as to his 
logical prospects with the added advantage of 
these prospects being more than half-sold before 
personal solicitation is made. 


Our use of the motion picture is not new. It is, 
however, entirely new in the ice refrigeration in- 


dustry, and as a pioneer we have met some ob- 


stacles in obtaining full use from the movie be- 
cause of fear on the part of the dealer that he 
would be unable to stage the promotion. At this 
writing more than 500 shows have been run, with 
prospects for many more, and with a minimum of 
500,000 patrons guaranteed for the first six 
months of the use of the film. On these pages are 
a number of excerpts from reports from Cooler- 
ator dealers throughout the country which give 
an indication of the character of the reception the 
film has received. 

An interesting sidelight on film distribution has 
been that a number of our dealers have purchased 
16mm. projectors and films and are now equip- 
ped to handle future programs with economy and 
efficiency. In one metropolitan center, more than 
10,000 patrons have seen the 16mm. presenta- 
tion. Another company with outlying properties 
has staged over 60 16mm. club shows. The bal- 
ance of the club shows in general are being han- 
dled by Modern Talking Picture Service. 

Undoubtedly, a large share of the credit for the 
success of the movie can be attributed to the ex- 
cellence of the picture, its appeal to the women we 
want to interest, which begins with the title and 
commands their interest through to the final cur- 
tain where they have been carried along by an 
intriguing plot, and at the same time have been 
tactfully and forcefully sold on the advantages 
and prestige of Coolerator and ice refrigeration. 
Production of “Husbands Are Good For Some- 
thing” was entirely handled in the studios of an 
experienced commercial film concern, specialists 
in turning out the type of picture we needed. Its 
success attests the wisdom of our choice in the use 
of the film medium for this national merchandis- 


ing program. 
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Editor’s Note: 


dealer, published in the company house organ, 


A typical letter from a Coolerator 


reveals interesting data on the actual working of 
this unusual film in the field: 
* “Six years ago I bought a small projector and a 
film entitled, “Why Mrs. Jones Chooses Ice.” With 
this visual selling equipment I went into a number 
of homes. Usually my audience was ONE 
I made ONE 
“Today Coolerator has made it possible through 
their film, “ 
to increase the audience to more than a thousand. 


—usually 
sale. 


Husbands Are Good For Something,” 


“Due to the fact that I saw the merits of visual 








HL NDREDS soem the theater for adminsion to Messick's 
h Sahsbury, Marviand. 


COOLERATORS 





EY HEAR, 


LOBBY DISPLAY of Coolerators om view during week preeeding 
show at the Caroline Theater, Blizabeth Cay, N. J. Sponsored by 
Crystal lee & Coal Corporation. 


selling I took advantage of the Coolerator picture, 


“Husbands Are Good For Something,” and had it 
shown at one of our local theatres on March 15th. 
We had over a thousand in attendance. The picture 


was entertaining and created favorable comment. 

“Immediately following the close of the picture, 
three 
customers beat me back to the office. Next, people 


customers started for our display room 


began telephoning to the extent that at times three 
telephones were kept busy in the refrigerator de- 
partment. People came into the display room stat- 
ing that they had seen the picture. People who had 
mechanical boxes telephoned us to come out and 


Mm Jy0* 


THEY BUY! 


pleased v0 revere 9 2 
corded tation, : 


appraise their mechanical box, stating that they 
had seen the picture and were interested. The next 
thing I did was to employ a lady to write up de- 
livery orders, contracts, and to assist the ice serv- 
icemen in checking their prospects. 

“Three months ended 1938 shows an increase in 
total volume of sales of 108.9% 
unit of 25.8% 
three months of 1937 


with an average 
increase per over corresponding 

“Rough figures taken from my approval book 
show that during the month of March we placed 
over two-thirds as many Coolerators on approval 


as the total number of sales in 1937.” 


FILMS FOR THE WORLDS FAIR MILLIONS 


TWO MAJOR WORLD FAIRS will occupy the attention 


Ta of the entire nation in 1939 when San Francisco 
, and New York throw open their respective gates 
' VVTY LY for the millions of visitors who most assuredly 

wr will attend. On February 18, 1939, the World’s 
, Fair on San Francisco Bay will be formally 

opened. On April 30, of the same year, New York 

will cotazemorate the inauguration of George 

Washington as first president of the United States 

with the formal opening of the World’s Fair lo- 

cated on Flushing Bay. The New York World’s 

Fair will represent an investment of more than 

$125,000,000. That fifty million visitors will pass 


through its turnstiles is the thoughtful estimate of 


YIVA S.TTHOM WHOA MAAN 


Fair authorities. San Francisco, more conservative 
in its plans and program, estimates an attendance 
of twenty million visitors. Already 1500 regional 
and national conventions and international con- 
gresses have been planned. 

Exhibits are the raison d’etre of any fair. This 
as true today as in the era of the “showcase” ex- 
position. But exhibits today are no longer of the 
“showcase” type. It is no longer enough merely to 
display products; the public must be shown the 
hows and whys and wherefors of these products. 
The New York World’s Fair has set aside 390 
acres for displays by business and industry. 

To date 369 great corporations have pledged 
their aid for this task of fashioning the future. 
Many already have begun construction of exhibit 
buildings. Others are planning displays in the 
Halls of Shelter, Food, Production, Transporta- 
tion and so on which the Fair itself is erecting. 
San Francisco has been equally successful. What 
are the plans of these exhibitors? How will they 
achieve the unenviable task of winning the atten- 
tion of these visitors millions? 

Valuable lessons learned at Chicago’s Century 
of Progress Exposition in 1933-4 will undoubt- 
edly aid the exhibit planners. They will remember 
that major exhibitors who provided comfortable 
auditoriums and enjoyable entertainment for their 
visitors won thousands of new friends; made 
equally untold thousands of new customers for 
their wares. If, at the same time, these exhibitors 
used motion pictures in their programs of enter- 
tainment they brought powerful selling messages 
to these audiences and gave them a well-remem- 
bered discussion of their products without lower- 
ing the quota of entertainment. Films proved their 
worth at Chicago’s Fair. Today, with new devel- 
opments perfecting the film, with color, sound and 
production improvements available to aid the sell- 
ing message, the motion picture represents the 


finest medium of advertising and entertainment 


SAN FRANCISCO WORLD'S FAIR 


at the disposal of the exposition exhibitor. 
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Standard Oil Film Wins Rural Friends 


IN ITS SECOND YEAR “STAN” STILL 
A FAVORITE WITH FARM AUDIENCES 


Tue Acip Test of popularity for the industrial 
film lies in its ability to maintain long months of 
circulation without losing its sales vigor and the 
interest of its audiences. Among the outstanding 
productions from the standpoint of such pop- 
ularity among the rural audiences to whom its 
sales message is directed is the film Stan, produced 
last year for the Standard Oil Company of Indiana. 

The story of Stan logically begins with the 
planning and preparation of its basic idea by mem- 
bers of the Public Relations Department of Stand- 
ard Oil. The task which Stan had to perform was 
one of promoting good will among the rural cus- 
tomers of its tank truck service. In order to build 
for its local dealers the spirit of community in- 
terest, the story of Stan is the story of a typical 
Standard Oil dealer and his relationship with his 
home town friends and customers. 

Early realizing that real showmanship requires 
perfection in all details, the company engaged 
Homer Croy, well-known author, to write the nar- 
rative background. The screen adaption was furn- 
ished by Houston Branch, experienced Hollywood 
scenarist. Finally Standard Oil turned to a profes- 
sional producer and engaged a talented and well- 
known cast which included such personalities as 
Robert Armstrong and Andy Clyde. 

Scenarist, director and cast combined to pro- 
duce a thoroughly entertaining movie. Stan’s trials 
and tribulations in the pursuit of his business, his 
romance, and his family career are “sure-fire” box 
office. True, in the final editing of the feature, there 
were several flaws. An unexpected anticlimax and 
some imperfections in reduction printing are evi- 
dent imperfections. The important conclusion, 
however, is that Stan’s audiences consistently and 
enthusiastically applaud its each and every per- 
formance. 

Behind this production and its good-will aim 
stands a thorough and well-developed promotional 
program. Field men equipped with 16mm. sound 
projectors travel in districts in which distribution 
is wanted and their efforts are infallibly successful 
in getting good crowds. Many performances are 
held evenings in the open air; others are held in 


rented auditoriums or theatres. But before the 
screening of each show, the field representative and 
local dealer have cooperated in covering the local 
region according to a well laid out program. 

Stan is promoted locally in the following man- 
ner ... we quote from Standard Oil’s promotional 
material ; 
1. “Have Standard Oil Dealers display the 28 x 44 
posters in curb sign frames, and inform them when 
and where the film will be shown so that they can 
reply to inquiries about the picture. 
2. Place Poster No. 2 in curb sign frames, or on 
poster boards, in front of and in the lobby of the 
hall or theatre where the picture will be presented. 
Write below the line 
day and hour the picture will be shown. If this 
Poster is used elsewhere, the name of the hall or 
theatre also should be noted. 

The following steps are optional but desirable 


—‘“Doors open at” — the 


to fully round out the Publicity Program: 

3. Distribute, either personally or through Stand- 
ard Oil Dealers, the Hand-bill shown on another 
page which will be supplied by the Company. This 
Hand-bill may be imprinted locally at small cost 
to the Standard Oil Agent or Dealer with his name 
and the time and place the picture will be shown. 
4. Mail Invitation No. 1 to a list of customers and 
prospects, particularly farmers and their families 
for whose entertainment the picture is primarily 
produced, and whom it may be impossible to in- 
vite personally. This Invitation may be printed on 
Government post cards locally at small cost, by 
using the matrix form or stereotype plate which 
the Company will supply through Division offices. 
The cost of printing is to be borne by the agent 
or dealer who makes use of it. 

5. Distribute the Giant Ticket of Admission, 
shown on another page as Invitation No. 2, to cus- 
tomers and prospects. This hand-out may also be 
produced from matrix forms or stereotype plates 
supplied by the Company in the same way as In- 
vitation No. 1. 

6. Place advertising about the picture in the local 
newspaper, using the ready-made ads shown on 
another page, and inserting name of agent or 
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dealer who pays for the space, to identify himself 
more closely with the picture, and the time and 
place the film will be shown. Matrix forms or 
stereoptye plates of the ads will be furnished.” 
Hundreds of thousands of rural audiences have 
now seen this film during the two years of its dis- 
tribution. The cost per showing (groups average 
well over a hundred) is extremely economical ac- 
cording to Company officials. The cost is divided 
among the following factors: field representative's 
salary, print and equipment costs, the local adver- 
tising and printing budget apportioned for each 
showing, syndicated advertising expense, etc. 
Standard Oil offers several important object 
lessons for the guidance of other users of indus- 
trial films. The comparatively large budget which 
was appropriated for the initial production ex- 
pense of Stan has already returned very satisfying 
results on its investment despite the several handi- 
caps mentioned. But in the work of the carefully 
trained field representatives and interested dealers 
lies the basic factor contributing to the success of 
Stan. The movie itself was good material on 
which to build these activities. It had a compara- 
tively “big name” cast, the narrative was enter- 
tainingly told and the quality of production suffi- 
ciently high so that the audiences have been 
unanimously satisfied with what they have seen. 
How long an effective life Stan possesses, depends 
now on the number of local territories which have 
not seen the film and these are rapidly diminish- 
ing. After that, a similar feature picture may again 
renewed the many friendships the Standard Oil 
Company of Indiana has undoubtedly made with 
Stan. 
(Above) Promotional activity on behalf of “Stan” 
by local Standard Oil Dealers brings about such 
audiences as this crowd pictured below. 
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and 


H. G. CHRISTENSEN 


to write an authoritative book 
the first on the subject—on “HOW 
TO USE TALKING PICTURES IN 
BUSINESS”. 






S METCALFE ang w - comer The authors are members of the 
Se No ee Permanent Staff of WEST COAST 
~~ SOUND STUDIOS, INC. and have 


been since its inception. 
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THE services of both are reserved exclusively 
for clients of West Coast Sound Studios, in sur- 
veying picture problems, supplying ideas and 
plans, writing scripts, directing and producing 
talking pictures for business purposes. 


WEST COAST SOUND STUDIOS, INC. 


A Modern Talking Picture Studio — 
RCA EQUIPPED 


510-22 West Fifty-Seventh Street 
New York, N. Y. 

















GUARANTEED 
CIRCULATION 


Advertising Motion Pictures 
Reaching 
Consumer Audiences 
Write for a folder describing our service. 


Motion Picture Bureau 
NATIONAL COUNCIL OF YOUNG MEN’S 
CHRISTIAN ASSNS. 

347 Madison Ave., New York, N. Y. 

19 South LaSalle St., Chicago, Ill. 


The Bureau has been providing a cooperative film distribution 
service for National Advertisers since 1911. 





NOTE — The Bureau does not produce pictures, but 
business concerns are invited to consult us in reference 
to PRODUCTION and DISTRIBUTION of Advertising 
Sales Promotion and Good Will Pictures. The 26 years 
experience of the Bureau serving American industries 
is at your service without obligation. 




















The Commercial Newsreel 


National Visual Education Conference 


* The eighth annual National Conference on Visual Education and 
Film Exhibition of the DeVry Foundation opens in Chicago on June 
20 and continues through June 21, 22, and 23 at the Francis W. 
Parker School, 330 Webster Avenue. 

Almost continuous showings of selected industrial and educa- 
tional films as well as authoritative discussions of the problems of 
each of these fields will again feature the Conference gathering. 
Discussion will include photographic and scenario technique, adver- 
tising, sales and training values, and educational values. As a rule, 
representatives of producers and sponsors will lead discussions. 

The anniversary banquet, in honor of the Foundation’s founder, 
Mr. Herman A. DeVry who is observing his twenty-fifth year in the 
business, will be held on Wednesday evening, June 22nd. Among 
the speakers who will attend the conference are Mr. L. A. Hawkins, 
of the International Harvester Company, Chicago; Dr. E. I. Deer, 
of the Motion Picture Producers and Distributors of America, and 
Homer Buckley, President of Buckley Dement Company, Chicago. 


Lough Addresses University Conference 

* Mr. W. H. Lough, president of Audivision, Inc., New York City, 
was the featured speaker at Northwestern University’s first confer- 
ence on Visual Education & The Adult held in Thorne Hall on May 
13 and 14. Mr. Lough discussed “Educational Problems in the 
Preparation of Industrial Training Films” and presented interesting 
standards of measurement which his organization so skillfully ap- 
plies in its production of hundreds of sound slide films. 


Flolite Preview at Detroit 


* The Flolite Motion Picture Corporation, formerly Advitagraph 
Corporation, producers and distributors of commercial motion 
pictures, and manufacturers of Flolite continuous projectors, an- 
nounce the world premiere showing of Flolite projectors at the 
Thirty-fourth annual convention of the Advertising Federation of 
America, to be held at the Statler Hotel in Detroit, June 12 to 16. 


W ord Magic Previews in New Y ork and Chicago 


* Elmer Wheeler, president of Tested Selling Institute, which he 
organized for the purpose of testing sales presentations and making 
them more effective, will make personal appearances on June 16 in 
New York and June 22 in Chicago at previews of “Word Magic,” 
a talking motion picture based on his well-known book, “Tested 
Sentences that Sell.”” The New York showings will be held in the Sert 
Room of the Waldorf Astoria Thursday, June 16 at 3 and 5 P.M. 
In Chicago the film will be shown at the Hotel Stevens on June 22. 


Audioscopiks Filmed by Industrial Producer 


* One of the most successful novelties of the year, called “Audio- 
scopiks’’, the third-dimension picture distributed by Metro-Goldwyn- 
Mayer, was produced by an industrial film producer, the Loucks 
& Norling Studios in association with Mr. J. F. Leventhal. Mr. 
Leventhal and Mr. Norling are the inventors of the process. The 
prints for this subject are made in Technicolor. 
































PRODUCED. AY. 


COFYRIONT MCAKXKXY!! UCKS. « NOREING STUDIOS 


A startlingly novel exposition of the emo- 
tional kinship between music and per- 
fume, featuring Dr. Sigmund 
Spaeth, noted musical analyst. ae 
Produced for Coty, Inc. AZ 
sf 
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SALES FILMS 


of unusual beauty — entertainment value 




























— emotional appeal — mature conception — 
psychological soundness — dramatic effectiveness 
— to sell products, to train salesmen, to dramatize 
an institution. 

Brilliant black and white and color photography, mon. 
tages, special effects, cartoon and technical animation — 
the complete film, from script to screen, produced by our 

own staff. 
For fifteen years we have been making successful films 
on a great variety of products — from steel to per- 
fume. We invite an opportunity to submit 
scenario ideas for your films without obli- 

gation to you. 

LOUCKS & NORLING STUDIOS 
245 WEST 55th STREE! 
NEW YORK, N. Y. 


“AUDIOSCOPIKS” 


a series of third-dimension 

novelties, released by — 

METRO-GOLDWYN-MAYER ig 
produced by a a sn 


LOUCKS and NORLING STUDIOS == “4_ 
with J. F. Leventhal a ae 
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The unparalleled facilities of this Chicago building and three theatres 


now available to commercial and industrial business organizations 


Cl) NORTH WACKER DRIVE BUILDING - CHICAGO 


ADDRESS INQUIRIES TO THE OFFICE OF THE PRESIDENT - J.C. THOMPSON - 20 NOR: ~ WACKER DRIVE - CHICAGO 
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CARRIED & 
VITAL SALE 
MESSMCEMTO 


He. 


— 10 
PEOPLE. 


WILLIAM J. GANZ CO. 

19 EAST 47th ST.NEW YORK.NY. 

Producers E Distubutors of Business Films 
Since 1019 
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CJ 
BIG BUSINESS TRAINED EXECUTIVES 
[[) wAJOR PRODUCER TRAINED suPERVIsoRS C1 


(7) NeW york AND HoLLYWoop Propuction C1 


LOW COST EFFICIENT MANAGEMENT 
C 


O All kinds of films CO 


O equipment and service 
for every purpose 


C1) 565 Fifth Avenue, New York CJ 
O 211 E. Pleasant St., Baltimore 0 


O GENERAL © 
- BUSINESS 
FILMS, INC. 








EASTERN ASSOCIATION 
of Non-Theatrical 
FILM PRODUCERS 


“The objects of this Association are to aid in co- 
ordinating the plans and activities of the various 
companies in this region engaged primarily in the 
production of motion pictures for non-theatrical 
purposes; to establish and maintain standards of 
fair practice; to disseminate knowledge concerning 
the selection and proper use of films for non-theat- 
rical purposes; and generally to further all legiti- 
mate business film interests.” 


Association By-Laws 


Like Many AnorHer Trade Association, the 
Eastern Association of Non-Theatrical Film Pro- 
ducers dates back to the NRA, and to the early 
attempts to formulate a code for the far flung Mo- 
tion Picture Industry. Early in the group meetings 
it began to appear that no common ground existed 
on which the entertainment or theatrical produc- 
ers on the one hand, and the business or non- 
theatrical producers on the other hand, could meet. 

The basic field of activity of the producers and 
distributors of industrial films is the development 
of business. It has in common with the film enter- 
tainment industry the one fact that it uses the 
same medium— motion picture film with pic- 
tures, titles, and sound recorded thereon. The 
standards, objectives, and practices of the two in- 
dustries are otherwise radically different. 

In the theatrical film industry, entertainment 
values, as determined by box-office response, is 
the criterion of success — a criterion which makes 
possible and justifies the expenditures of vast 
sums to produce results which, if successful, bring 
in vastly greater sums. 

The business film industry is founded on train- 
ing, advertising and sales promotion values. The 
purpose of its product is to stimulate efficiency 
and quality of manufacture on the one hand, and 
through advertising, publicity, and merchandis- 
ing, to increase sales of the products on the other. 
In addition to a fundamental knowledge of pic- 
ture-making technique, therefore, the efficient in- 
dustrial producer must combine in his organiza- 
tion the training, experience, and ability of the 
management, marketing and merchandising en- 
gineers, the publicist, and the advertising expert. 

In order to standardize the industry, to establish 
criteria of experience, knowledge, and ability to 
produce effective industrial and sales promotion 
films, and to maintain codes of ethics of fair busi- 
ness practices for the benefits of both the indus- 
try itself and its customers, the Eastern Associa- 
tion of Non-Theatrical Film Producers was estab- 
lished. In it are included the majority of the reli- 
able firms in the East whose work is devoted 
primarily to the production of business films, 
whose standing, length of existence and facilities 
are adequate for making the type of picture in 
which they are engaged, and whose practices and 
standards are such as will give assurance of satis- 
factory and creditable performance to the adver- 
tising field. None of these producers have had less 
than 10 years experience and some date back 20 
years or more. 
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INCORPORATED 
21 WEST 46th STREET 
NEW YORK, N. Y. 


PRODUCERS AND DISTRIBUTORS 


of 


SALES PRO-MOTION PICTURES 
skillfully and professionally made to fit 


a definite product and audience 


REACHING OVER 


»,000,000 


GUARANTEED READERS 


through 


28 distributing centers 


The most graphic form of 
presenting your complete story 
to actual readers all of whom 
give it undivided attention 


AT BY FAR THE LOWEST ACTUAL- 
READER COST OF ANY PAID MEDIUM 
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THE PATHESG®PE Co. 
of AMERICA, Ine 


=. 
i 


The “scientific approach” to 


MECHANICAL 
CHEMICAL 
METALLURGICAL 


and other Industrial subjects combined 
with sane “showmanship” has distin- 
guished Pathescope Productions 
for 25 years. 


Our experience and skill gained in sim- 
plifying and dramatizing complicated 
technical subjects for many prominent 
manufacturers is available to you. 


Send for our booklet: 
“Making Sales With Motion Pictures” 
and list of clients. 


The Pathescope Co. of America, Inc. 
Offices: 33 W. 42nd St., N. Y. City 
438 Stuart St., Boston 
Laboratory: Long Island City 




















A DIFFICULT question to answer, but Pathe knows two of the angles well. @ One is the news-angle. The 
news-angle made Pathe famous, gave it a head-start in the field back in 1909 and has kept it ahead ever 
since on the news-fronts of the world. @ The other is the sales-angle. Relatively new, yes — but for seven 
years Pathe has been constantly demonstrating the potency of a camera's sales-angle wherever salesman- 
ship is needed ...in direct merchandising ...in sales-training ... in dealer-promotion ... and in the all-im- 
portant sphere of public relations and visual education. @ Frankly, Pathe employs no solicitors. Nor 
does it own a distributing set-up for commercial or educational pictures. It has everything else, however 
... complete, new mechanical facilities . . . the world’s largest film library . . . technicians surpassed only 
by Hollywood ... and sales-minded executives whose ideas on showmanship and film distribution you 
will find immensely valuable to your business. @ These executives are interested in talking to men who 


have problems which may be solved by a film, and who have funds available for its production. @ 











ATHE NEWS INc. 


FREDERIC ULLMAN, jr., Vice-President 


35 WEST 45th ST., NEW YORK CITY 
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JOHNS-MANVILLE FILM PROGRAM 


(Continued from Page 23) 


HEAT AND ITS CONTROL, A KEY FILM Of 
all its many films, the Manville organization is 
most proud of the recent, Heat and Its Control, a 
production which required over a year to film. 
Tracing historical, scientific, and even religious 
significances of heat, it spans the era from the time 
man worshipped the sun as his only source of heat 
and light, down through the age of the steam en- 
gine . . . the discovery of heat’s true nature. . . 
down to present-day methods of developing and 
manufacturing materials to conserve a precious 
and essential force. 

Minute attention to detail, unending research .. . 
the painstaking care taken during the preparation 
and production of Heat and Its Control were re- 
sponsible for a motion picture which elicited praise 
of authorities. Best of all, it has been in constant 
demand. Schools, engineering societies, trade or- 
ganizations, and other industrials use the prints 
constantly. 

Here is a film designed not for direct sales or 
promotion purposes, but definitely for institu- 
tional publicity, goodwill. Its indirect influences 
—say Mansville authorities—have been splendid. 
Animation, shadowgraph sequences, actual record- 
ings of important factual experiments have con- 
tributed to its success. Naturally, it has been in 
steady demand in classrooms and laboratories, 
too, as the film offers perhaps the only completely 
authentic record of its kind on the science of heat. 
Its usefulness as an institutional medium has not 
been impaired by company “plugging”, as only 
three brief, indirect, and entirely natural mentions 
of company affiliation are brought into the picture. 
Trade names of the company’s products are not 
brought in at all. 


DEFINITE PLANS FOR ADVANCE PROMOTION 
The success of Johns-Manville film campaigns, 
in the opinion of Business Screen editors, has 
been due not only to the quality of their pro- 
ductions, but also to consistent, carefully-planned 
promotional exploitation. It is not enough that a 
good film has been made. That film must be used, 
must be capably promoted. With the J. M. organi- 
zation, distribution is not a haphazard venture, but 
a carefully laid-out series of campaigns, coordinat- 
ing the various significant units of the sales struc- 
ture. 

Capitalizing upon the enthusiasm and interest 
instilled by Heat and Its Control, prospects are 
handed a reference book, called “Heat.” The trea- 
tise is further publicized in promotional literature 
as “ ... a handbook which provides in concise, 
usable form, a wealth of information on this im- 
portant subject—-a book that every engineer, 
student, and layman interested in the subject of 
heat conservation will find most interesting”. 

Salesmen form an important unit in the pres- 
entation of J. M. shows. They work hand-in-hand 
with local dealers. They arrange consumer shows, 


take care of such details as renting a commercial 
theatre for a morning, extending invitations to 
women’s clubs and social organizations to attend 
the presentation. With smaller groups, local halls 
and other meeting-places are rented. 

District offices, too, are tied-in with promotional 
plans. Distribution of Industrial-Product pictures, 
and Building-Material pictures is handled usually 
through the district offices ——each of which is 
equipped with from one to four 16mm. sound pro- 
jectors, and trained operators. 

A new advertising, publicity program has been 
begun which will even further entrench the effec- 
tiveness of the Heat and Its Control film. The story 
is to be presented, Life fashion, with large, attrac- 
tive scene-reproductions, and forceful accompany- 
ing text— ‘another keynote in an intelligently 
planned promotional campaign. 


FILMS FOR SALES-TRAINING While the Johns- 
Manville Company feels that its feature-length 
productions should be created by an organization 
specializing in motion-pictures, it nevertheless 
encourages the taking of silent 16mm. amateur 
pictures. Many of the various sales departments 
have been furnished with 16mm. equipment, which 
is used for filming installations, servicing, and so 
on. The films, cut down to five or six minutes’ run- 
ning time, suitably titled, make excellent sales- 
training material, and have also been adapted to 
convention and exhibition showings, at which con- 
tinuous projectors are used. 

Summarizing its many years of experience with 
films—from the elaborate Institutional type, down 
to the homely amateur production, Johns-Manville 
has found in movies “unquestionably one of our 
most effective sales weapons’. And it has found too 
that such films as the Transite Pipe picture “ac- 
complish a job that no other agency could ap- 
proach —the job of painlessly educating both 
salesmen and potential customers to the merits of 
our products.” 





DISCUSS FILMS AT AD FEDERATION 

Experts on advertising and merchandising will 
speak at the Advertisers’ Conference in conjunc- 
tion with the 34th annual convention and expo- 
sition of the Advertising Federation of America 
at Hotel Statler in Detroit, here June 12-16. 


Practical demonstrations of sound motion pic- - 


ture advertising and packaging developments will 
be a feature of the Visual Advertising Conference. 

Among the speakers will be William T. White, 
sales promotion manager, Wieboldt’s, Chicago, 
who will talk on “What’s Wrong With Dealer 
Helps — Why Most of Them Never Get to First 
Base,” and J. S. Sayre, sales manager, Bendix 
Home Appliances, Inc., South Bend, Ind., will 
speak on “How National Advertisers and Retailers 
Get Together to Sell a Product.” Ralph L. Yonker, 
advertising manager, J. L. Hudson Co., Detroit 
department store, will preside at this conference. 
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117 EAST 24th STREET » NEWYORK CITY _ 
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BERNDT-MAURER 
16mm. 
Sound-on-Film Recording 
Equipment (sold direct to 
producers of Business and 

Educational Films). 


= 


FILM LABORATORIES 
specializing in process- 
ing and duplicating 16mm. 
Sound-on-Film, and pro- 
ducing 16 mm. optical re- 
duction prints from 35 mm. 
negatives. 


il 
TI 
Superior picture and sound 


quality for the Producer of 
16 mm. Talking Pictures. 


Saw 
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FILM LABORATORIES 
A DIVISION OF BERNDT-MAURER CORP. 
21 WEST 46th ST. - NEW YORE CITY 


















each week. 


*« 32 manufacturers use - 
Alexander nation-wide 


~ \ Send for a free copy of 
“Scenarios,” which tells 
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New York Office 
230 Park Ave. 


strative action, life-size, 
selective coverage. 


7,782 THEATRES 


~ Alexander Film Co. 
has 7,782 theatres 
under contract to dis- 
play short length film 
ads before more than (J 
25,000,000 movie-goers 


theatre-ad campaigns 
which take the show- 

room demonstration to 
preferred prospects. 


Write to 
EXANDER 
Fim 
Colorado Springs 
Colorado 
















Chicago Office 
1020 Wrigley Bldg. a 














You Ought to Read: 


Editor’s Note: Here are the latest booklets and 
other literary productions from the advertising 
and promational departments of film producers 
and equipment manufacturers. Business Screen 
recommends that you merely check in the square 
indicated and drop this column into an envelope 
addressed to the Screen Service Bureau, 20 North 
Wacker, Chicago, including a card or letterhead. 


Motion PictuRE PRODUCTION 


BURTON HOLMES FILMS, INC. have just pub- 
lished a complete and well-written booklet ad- 
dressed to aid individuals who make their own 
movies “for purposes of record or for promotional 
dealer or sales training.” The booklet discusses 
the subject impartially and offers many helpful 
suggestions to aid in this difficult undertaking. 


PLEASE FORWARD THE ABOVE TO ME CJ 


HARPER & BROTHERS have published “How to 
Use Talking Pictures in Business,” by experienced 
authors Lyne S. Metcalf and H. G. Christensen. A 
copy of the book may be obtained at your local 
book dealer’s or from Harper & Brothers, Pub- 
lishers, 49 East 33rd Street, New York City, for 
$3.50. This is the first and only full-length book 
to be devoted to the subject. 


“WILDING PICTURE PRODUCTIONS, INC.,” a 
splendidly illustrated book outlining the extensive 
facilities and picturing recent productions of this 
concern, has recently been published for limited 
distribution to executives directly concerned with 


motion picture problems. 


PLEASE FORWARD THE ABOVE TO ME C] 


RODNEY GILLIAM COMPANY have issued a hand- 
some brochure illustrating their viewpoints and 
describing the company’s outstanding produc- 
tional achievements. Address the concern at 7904 
Santa Monica Blvd., Hollywood, California or 


write to Business Screen for a copy. 


PLEASE FORWARD THE ABOVE TO ME CJ 


TECHNICAL ss 





TO RECEIVE LITERATURE 
SIMPLY TEAR OUT PAGE & 
MAIL TO BUSINESS SCREEN 


SLiweE Fitm PRODUCTION 


AUDIVISION, INC., of 285 Madison Avenue, New 
York City, has published a pictorial booklet, “Jolt- 
ing the Joneses,” which defines the slide film plan, 
purchase and use. A copy may be obtained by ad- 
dressing Audivision. 

PLEASE FORWARD THE ABOVE TO ME 


Motion PicTuRE EQUIPMENT 


BELL & HOWELL are reprinting “Showmanship,” 
an interesting booklet on the use, production and 
distribution of commercial motion pictures which 
has achieved wide and deserving popularity among 
film users. A copy may be obtained by writing to 
Bell & Howell at 1801 Larchmont Avenue, Chi- 


cago, Illinois. 


PLEASE FORWARD THE ABOVE TO ME L) 
AMPRO CORPORATION of Chicago supply de- 
scriptive material on projection equipment, cata- 
logs and price quotations at your request. A bro- 
chure is yours for the asking. 


PLEASE FORWARD THE ABOVE TO ME [_] 
VICTOR ANIMATOGRAPH CORP. of Davenport, 
lowa offer an assortment of thorough equipment 
folders which may be obtained without obliga- 
tion directly or from Business Screen. 

PLEASE FORWARD THE ABOVE TO ME [_] 
DEVRY CORPORATION of Chicago sends out 
their Movie News on request to advertising and 
sales executives interested in commercial motion 
pictures. Your name can be on the list without 
obligation simply by addressing DeVry or Busi- 
ness Screen. Other literature is issued from time 
to time. 

PLEASE FORWARD THE ABOVE TO ME [_] 


SLIDE Fi_m EQuIPMENT 
ILLUSTRAVOX, widely-known sound slide film 
projectors, will be pleased to send descriptive liter- 
ature to interested executives. Address: Electro- 
Acoustic Products Company, South Bend Indiana. 


PLEASE FORWARD THE ABOVE TO ME C] 
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20 N. WACKER DRIVE, CHICAGO, 


TEAR OUT PAGE ALONG THIS LINE AND ENCLOSE WITH CARD OR LETTERHEAD ADDRESSED TO BUSINESS SCREEN, 
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J+ tol DURING OPERATION 


VICTOR . . . Manufacturer of the WORLD'S MOST WIDELY USED 
16MM SOUND PROJECTORS .. . has devoted over two years to Model 33 , 

Model 33 assembles into one small com- 
developing a unique new ANIMATOPHONE that literally answers the pact unit. Removable top of case houses 


reel arms, reel and attachment cord. 
Speaker in baffle case is easily detached. 





commercial traveler's "prayer" for a smaller, more compact, more con- 
venient QUALITY Sound Motion Picture Projector! 


MODEL 33 ANIMATOPHONE has everything that it takes to make it 
easier for industrial and commercial users to more profitably employ 
the greatest of all modern sales tools . . . . For carrying, it assembles 
into one small, compact unit, YET IS ENTIRELY ENCLOSED DURING 
OPERATION. 


A standard feature of Model 33 is the famous PATENTED Auto- 
matic Film Protection Device that has saved untold thousands 
of dollars worth of film for other VICTOR users! ‘Film Protec- 
tion that Really Protects,” is positively exclusive with VICTOR! 


Fidelity of tone and the crisp clarity of Model 33's rendition, 
insure SOUND REPRODUCTION that is pleasing, natural and 


wholly understandable. Its brilliant, flickerless projection (at 





both silent and sound speeds) does full justice to the finest 
photographic quality. 


A SMALL, HANDY MICROPHONE may be plugged into 33's ampli- 
fier, thus providing “loud speaker facilities for sales talks, 


announcements, comments and demonstration ‘'spiels. 











A COMPACT PHONO-RECORD TURNTABLE (with or without record 
changer) also plugs into the 33 to provide musical background 





for silent films, or entertainment during reel changes, banquets, 


etc. 


Model 33 accommodates up to 1600 feet of film... 
has sufficient volume for audiences of 300 or less .. . 
plugs into any A.C. outlet (50-60 cycle, 90-125 volts). 
25-50-60 cycle and A.C-D.C. models can also be supplied. 
There are other models of the Animatophone for every 
purse and purpose. Write for literature. Demonstra- 
tions—without obligation—will be gladly arranged. 








VICTOR ANIMATOGRAPH CORPORATION 


DAVENPORT-IOWA 


CHICAGO e LOS ANGELES e NEW YORK 








FOR TECHNICAL DATA, PRICES, 
ETC., ON EQUIPMENT DESCRIBED 
HERE ADDRESS MANUFACTURERS DI- 
RECT OR WRITE: THE SCREEN SERV- 
ICE BUREAU, 20 NORTH WACKER 
DRIVE, CHICAGO, ILLINOIS 


News OF the latest developments in the field 
of projection and production equipment is 
garnered for these pages from voluminous tech- 
nical reports filed with the cooperation of all 
leading manufacturers. Business Screen has 
also arranged to attend practical demonstra- 
tions of newly developed equipment and our 
consulting technical advisors will thus be able 
to bring detailed information of real merit to 
the many film departments operated by readers. 

In addition, the services of our Screen 
Service Bureau, now being set up for the bene- 
fit of readers, are available to furnish complete 
and authoritative information on projection 
problems; to answer any and all questions with 
impartial accuracy and to perform such infor- 
mational duties without solicitation. 

A thorough equipment digest is now in prepa- 
ration and will be published later as a special 
annual number. In addition, special charts and 
tables on projection, etc. are also in preparation 
and the feature “Tips for Better Shows” will be 


supplemented in each succeeding issue with a 


“Questions of the Reader” department to which 





(above) One of the later models added to the 


Neumade line of equipment for the storing of 
30” wide and 70” 
high — is equipped with individual compart- 
ments for 36-400 foot and 9-1600 foot reels. 


Fach compartment has a chrome handle. 


lomm. film, this cabinet 













NEW EQUIPMENT 





The Filmosound Model 130, Bell & Howell 16mm. sound-on-film projector, which has been increased in 
illumination from 1000 watts to 1200 watts. The manufacturers claim that careful tests prove the neu 
lamp to furnish 45° more light than the 1000-watt unit. Pictured above is a dual-projector installa 
tion which provides uninterrupted programs of any length. A change-over switch is on the amplifier. 
available the industrial 


you are invited to address your personal que- film department can 


ries on equipment problems. The day of 16mm. achieve efficiency of operation and program per- 


perfection is at hand and with improvements now fection undreamed a few years ago. 





Close up of the new DeVry Sprocket Intermittent 


The thousands of users of slidefilms will be glad to 


learn that a device has been perfected which auto- lomm. projector, showing removable single piece 


matically rewinds the film as it is being shown and aperture plate. Film pressure pad, at base and top 
places iina storage container ready for use. It is ol aperture have a release-spring arrangement to 
the new S.V.E. Automatic Slidefilm Take-U p. This 


ingenious device eliminates delays and confusion. 


prevent scratching of sound-track or picture. This 


is an exclusive feature of DeVry projectors. 
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Ce this FREE 
New 


Cine- Bass 
Bargaingram 


#234 


Fifty-two pages filled with cine 
news and bargains to delight 
the movie fan. Tyro, advanced 
amateur and professional alike 
will marvel at the complete- 
ness of this catalogue. Special 
sections for sound cameras 
and projectors — 8mm. and 
16mm. Lists all popular makes 
of cameras, projectors, projec- 
tion equipment — hundreds of 
accessories, in fact a real cine 
encyclopedia. Write Dept. BU. 

















179 West Madison Street 
CHICAGO, ILLINOIS 




















MOTION PICTURES 


EXHIBITS and DISPLAYS 
Action in Advertising 














AUTOMOTION Continuous 16 mm Motion 
Picture Projectors show clear, brilliant pictures 
in day or electric light. 


AUTOMOTION is the pioneer and leader in 
this field; designed and built to meet the heavy 
duty requirements of continuous motion picture 
projection. 

WORLD'S FAIR and other well planned ex- 
hibits will use AUTOMOTION Projectors for a 
low-cost sales message to thousands. Write for 
full details. 


ADVERTISING PROJECTORS, INC. 


10 West 33rd St., New York, N. Y. 
Telephone PEnnsylvania 6-8567 
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FIVE TIPS FOR BETTER SHOWS 





|. DON’T USE INEXPERIENCED OPERATORS 

Here is a Number One don’t. We have personally 
seen many otherwise excellent shows ruined by 
poor projection, due to the bungling efforts of “I 
know-all-about-it” operators. If your salesmen or 
dealers put on shows, make sure they know how to 
handle equipment, and that they are properly sup- 
plied with spare accessories — proper size screens, 
lenses, extra Mazdas, exciter lamps, proper take-up 
reels, etc. 

2. GIVE THE AUDIENCE A BREAK 

Don’t present uninteresting films (i. e., supple- 
mentary ones), nor films that have not been prop- 
erly inspected before the show. Their condition 
should be carefully checked . . . torn, poorly- 
patched films should be avoided. Brittle, “raw” 
( untreated ) film should also be asiduously avoided. 
Check condition of sound track. Also avoid films 
that are too long, planning your show carefully in 
advance. Make sure speakers are on hand, and on 
time. Don’t make your audience stand; seating 
should be adequate, and comfortable. 

3. WATCH FILM “LOOPS” 

A generous upper loop should be left. Lower 
loop (between aperture and sound-head) must be 
correct, or sound will be seriously affected. Too 
much loop will cause sound to be “out of sink”, as 
will also too little loop. The number of frames 
between center of film aperture and center of sound 
drum (i. e., sound slit) should be twenty frames 
on 35mm. projectors, 25 frames on 16mm. pro- 
jectors. 

4. REPAIRING FILMS 

Use a good splicer for repairing broken film or 
torn splices. Use also a good brand of film cement, 
one that will hold. It is a good idea to rub a cloth 
moistened with processing fluid over new splices 
to prevent possible catching or binding of film 
during projection. After splicing, the portion of 
sound track which has been exposed ( from scrap- 
ing off of emulsion) should be painted over with 
india ink to avoid issuance of an undesirable 
noise from speaker, which will otherwise be caused 
as splice passes over sound slit. 

5. THREADING THE PROJECTOR 

It is highly important, both from the standpoint 
of better shows, and from that of protecting the 
film against harm, that the projector be correctly 
threaded. Film must be properly engaged in all 
sprocket teeth, and in aperture; take-up belt or 
spring in place of take-up reel pulley; film placed 
properly on upper spindle and take up spindle; 


emulsion side of film toward projection-lamp. 





Vew in the commercial film industry is the Vis-O- 
Phone slide film projector illustrated here, (right) 
a product of Sound Projects Company, Chicago. 
Introduced about six months ago, Vis-O-Phone is 
available in several models to producers and users 
of industrial films. Light weight, small size, and 


improved sound tone are new features. 
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The Da-Lite Challenger, one of the most popular 
styles of portable screens for industrial, educa- 
tional and amateur use, is now made in 12 sizes. 
Three of the new sizes are square screens especially 
suited for the projection of slidefilms. They can be 
adjusted to rectangular proportions for showing 
motion pictures. All sizes are roller-mounted. 





In the Automotion Projector, shown above, the 
film revolves in a circle composed of rollers and is 
driven by a leather belt with perforated holes in 
the center, which is in turn motivated by a patented 
pulley sprocket with pins which engage the holes 
in the belt. These holes are spaced to synchronize 
with the sprockets on the machine. There are only 
two sprockets used, and they merely act as guides 
to lead the film to and from the projector head. 
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BETTE MOTION PICTURE 


AND 


PRINTS 351mm - 161mm 


LABORATORIES 


FOR 
THEATRICAL - INDUSTRIAL 
HOME MOVIES 


AND 
Our job is to deliver quality prints in a hurry 
and when you want them. 


Our capacity 35M/M or 16M/M prints 
1,000,000 feet per week. 


Our executive and laboratory staff com- 
posed of skilled experts with upwards of 30 
years of active service in the motion picture 
tield. 


Unexcelled facilities for film storage in ap- 
proved special constructed vaults. 





Cutting rooms, moviolas, comfortable pro- 
jecting rooms, provided for industrial or 
theatrical picture producers. 


We will be grateful for the privilege to 
quote on any size job —large or small. 


AMERICAN FILM CORPORATION 


PRODUCERS — LABORATORIES — DISTRIBUTORS 


6227 N. Broadway, Chicago, Illinois 











RECENT RELEASE BULLETINS 


Films to be reviewed in the next 
issue of Business Screen Magazine 


ALUMINUM COMPANY OF AMERICA: “Alu 
minum” a lengthy institutional picture showing 
manufacture; uses of product previewed in June. 
Sound version in preparation. 


WEYERHEAUSER TIMBER COMPANY: “Trees 
and Men” comprehensive 5-reel sound picture of 
the timber industry recently completed by Dowling 
& Brownell, Hollywood. Theme: timber harvesting; 
conservation programs. Distributed now through 
Modern Talking Picture Service to interested 
groups. 


STEWART-WARNER COMPANY: Dealer film 
series continues with completion of third film by 
Chicago Film Laboratory. 


VERMONT MARBLE COMPANY: Architects, 
builders, etc. are being shown “Mountains of Mar 
ble” just completed by Castle Films. Visit to Ver 
mont Marble plant, etc. 


UNDERWRITERS LABORATORY: Sound film 
explaining tests, scientific background of Under 
writers famous testing labs recently produced by 
Atlas Film Company. 


GEN®RAL MOTORS, AMERICAN TELE. 
PHO..£ & TELEGRAPH, CAST IRON PIPE 
ASSOCIATION, DU PONT, ETHYL GASOLINE, 
PUBLIC SERVICE OF NEW JERSEY & WEST. 
ERN ELECTRIC pictures now scheduled for pro 
duction by Audio Productions. To be reviewed as 
released during coming months. 





SALESMEN get the IDEA 


(Continued from Page 19) 


port for practice in the south on March 1.” Six to 
that’s what 
the athletes get each year. And even the Babe 


eight weeks of careful preparation 


Ruths and the Lou Gehrigs never get too good for 
this. So why not the same consistent training for 
salesmen? It almost always helps those at the top 
as well as those in the cellar and in-between. 
When you get a pain in your tooth or tummy 
you don’t look for a “natural born” dentist or doc- 
tor. You seek a medico with the best training you 
can find; you want skill and knowledge and make 
no mistake about that! It’s the same with sales- 
men — the best ones have a skill and technique 
that seldom “comes natural.” They are developed 
and perfected through long and careful training. 
All sorts of sales problems, in a widely diversi- 
fied list of industries, are now being covered by 
films. Many large companies have adopted year- 
around progranis that include both slide and mo- 
tion picture films. In specialty selling, where the 
unit of sale is large, the possibilities are truly 
gigantic. 
“Selling 


cently produced for Frigidaire but released for 


{merica” a sales training film re- 


general distribution, points a parallel between 
modern sales methods and those used by Ben- 
jamin Franklin in helping found and promote 
America. The Honorable Mr. Franklin fades in 
and out of various settings to give an excellent 
practical demonstration of the right and wrong 
methods in commercial selling. Rightly so, for he 
was America’s foremost salesman-diplomat. 

Products covered by recent industrial films in- 
clude — spark plugs, tires, washing machines, 
electric refrigerators and ranges, automobiles, 
shoes, milk, gin, and dozens of others. 

The reason for all this activity, all this interest, 
all this broadening of effort? Well, that’s not dif- 
ficult to answer. Here it is in one summary 
paragraph: 

1 recent survey on results from industrial film 
sponsors disclosed only one case of dissatisfaction, 
compared with many cases of complete satisfaction 
and a dozen so completely happy that they wanted 
everything about their films kept mum so com- 


petition would not be encouraged! 








CURRENT RELEASES contd. from page 37 | 








“SUNKIST FOR PROFIT” — 4 reels 





St Sponsor: 
Calif. Fruit Growers Ex. 
Produced by: 


Castle Films 
Type: Dealer education 


STORY: Pictures merchandising display program 
for dealers to improve display merchandising, better 
selling. Latest of series now used for 14th year. Con- 
tains color sequence. 


DISTRIBUTION: Natl. by 22 Sunkist projectionists 
to fruit dealers and grocery groups in marketing com- 
munities. 








“TWIN POWER” 


2 reels 
Sponsor: 
The Massey-Harris Co. 


Produced by: 


Audio Productions 


Type: Consumer educa- 





tion-selling 


STORY: Latest in tractor development pictured as 
Massey-Harris demonstrates gasoline-powered tract- 


ors. Lowell Thomas announcing. 


DISTRIBUTION: Dealer salesrooms, selected groups 
as tieup with Ethyl Gasoline Corp. for “Twin Power” 


showing. 








“THIS MOVING WORLD” — 3 reels 


Sponsor: 

Fisher Body Div. of 
General Motors Corp. 
Produced by: 

Wilding Picture Prod. 





Type: Institutional-public 
relations 

STORY: Lad enters model car in contest sponsored 
by Fisher Craftsman’s Guild—muses on beginnings 
of transportation. Historical sequences show advance 
of transportation. 


DISTRIBUTION: Through Fisher “Craftsman’s 


Guild”, Schools, ete. 











(Just released) 
“TO THE LADIES” — 2 reels 


Sponsor: 

Milwaukee Lace Paper Company 
Produced by: 

Burton Holmes Films 
Type: Dealer selling, women’s orgs. 
STORY: Princess Alexander Kropotkin, famed so- 
cial arbiter, is presented as film educates women in 
uses of lace paper in home for entertaining, every- 
day use. Film producer also laid out complete- sales 
promotional program for sponsor, including booklets, 
etc. 
DISTRIBUTION: Special showings to company 
salesmen at meetings, to jobbers and dealers and gen- 
eral non-theatrical distribution to women’s organiza- 
tions nationally. 














(Just released) 
“SELLING AMERICA” — 4 reels 
Sponsor: 


Frigidaire Division General Motors Corporation 


Produced by: — 
Jam Handy Picture Service 


Type: Sales Training-Institutional 


STORY: Ben Franklin instructs a present-day sales- 
man in the art of selling as it was known to the man 
who “sold America” to the nations of Europe. Adver- 
tising minimized. 

DISTRIBUTION: General group showings, sales- 
men,executives. 
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ollywood is 
Headquarters for 











e 
SS 2 —and this Hollywood studio 
is ready to put the latest dramatic effects, technical 


excellence and entertainment value—in other words, ‘‘Box 


Office”’—into this powerful, modern advertising medium 


What we are doing today in Commercial 
Motion Pictures is as different from ordinary 
commercial ‘‘shorts” as day is from night. 


We are proud to have raised the standards 
to a real entertainment level. And we are proud 
to have helped great corporations increase 
substantially their sales results from using 
this medium. 


(This issue of Business Screen carries anarticle 
onthe success of Standard OilofIndiana’s recent 
commercial film. We worked with them closely, 
and built this picture from the ground up.) 


There are reasons why we are able to pro- 
duce results for advertisers. 


We are right here in Hollywood, the motion 
picture capital of the world. 


Hollywood has the facilities for producing the 
finest of pictures . .. commercial or otherwise. 


The sponsor of any commercial movie effort 
must realize that here in Hollywood lie his 
opportunities—for here are concentrated the 
finest directorial, writing and performing abil- 
ity, as well as technical excellence. 


We maintain that commercial pictures 
should be as good as the neighborhood theater 


Scenes from 
Standard ©. of 





Indiana's sales- 
getting commer- 





cial full-length 
feature ““STAN”’ 
— produced by 
Raphael G. Wolff, 


Incorporated. 


MOTION 


io) a 
: 
he Incorporated 
a 


PICTURE 


program, with the “plug” as entertainingly 
handled as possible. We can do that in Holly- 
wood—do you know where it can be done 
anywhere else? 

Perhaps you have a great idea for a com- 
mercial film—but feel it’s impossible to pro- 
duce. Don’t discard the idea—get in touch 
with us—it will cost you nothing. We have the 
writers, the directors and the casts. We have 
the facilities and we know our stuff. We have 
done and are doing the “impossible” in com- 
mercial movies—at surprisingly low cost. Let 
us weave your merchandising message into an 
entertaining screen play. 

We'd like to help you put real “Box Office” 
in your film advertising! 
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1714 North Wilton Place—Granite 6126—HOLLYWOOD 
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AM PROS OU N DBD MO>DEL **U** 
SPECIFICATIONS AND FEATURES 
Sound Head Features in Model t 

Film Path — All parts which contact film are designed to prevent scratching picture and sound track. Side tension 

on sound track side, and pressure pad tension on sprocket side of film assures smooth, steady projection. 

Film Protection —A triple claw is used for moving film. engaging three sprocket holes simultaneously. Film with 

two adjacent torn holes can be successfully used Ampro patented “kick-back” movement lifts the claws from the 

sprocket holes before withdrawing, eliminating film wear Take-up compensator prevents starting strain 

Seund Drum and Filter The rotating type of sound drum avoids sliaing } 


Mounted on precision ball bearing» 
action between the drum and film— prolongs film life and maintains high quality sound. Curved film guides before 
and after sound drum eliminate weaving and “belt action.” 


Sound Optical System- Projects filament image of exciter lamp directly through cylindrical lens, eliminating 
mechanical slit and mirror (No cleaning required.) al Oo ll ipa Oo e 4 rn 
Simplified Threading —Same as threading silent projector, with exception that film also loops around sound drum 
eliminating locking film over a third sprocket. Film guides assure correct, easy threading 
16mm. 
s d I t 
























Starting Switch— Automatically disconnects sound when in “Of position, preventing noises or hum while pro- 
jector is coming to rest or being threaded 

Prefocused Exciter Larnp——-Cannot be inserted wrong, requires no adjustment 

Approval—All Amprosound Models are approved by UNDERWRITERS’ LABORATORIES. 

License 


Licensed under Western Electric Patents 































Amplifier Features in Model l 
Class A Plus Amplification— Highest quality as used in broadcasting Permits heavy overloading 

Seund Reproduction —- Matches one or two speakers withoul internal changes 

Speech Tone Control— For crisp. sharp speech reproduction 

Speaker-Hies Eliminator— Enables the operator to obtain full volume without hiss even at low voltage 
Amplifier Signal Light— Indicates when amplifier is on and also designates location of volume and tone control 
knobs on the amplifier when rooms are darkened 

Rugged Speaker Cable— Two wire cable heavily insulated with rubber Has non-breakable telephone jack for 
trouble-free connections 

Acoustical Adaptation— With good acoustics have doors of speaker open and strong natural bass frequencies will 
be reproduced. Hf acoustics are poor, close speaker doors for sharp, crisp speech, without confusion of bass frequencies 
Torpedo Speakers Available Have directional properties which throw sound directly down on audience, pre- 
venting side reverberation 

Standard Accessories —A 1600 ft. reel, 10 ft. line cord, 50 [t. speaker cord, lamp, 2 inch lens, bottle of Amproil, 
oil can, cleaning brush, box of fuses, extra exciter lamp, instruction book and carrying cases. Standard finish is 
Ampro Brown. crinkle-baked enamel with Chromium Plated and Stainless Steel fittings 

Microphone and Phonograph “eceptacle— On all Amprosound Models 

Microphone Switch — Permits speech from microphone to accompany silent films. 

12 Inch Auditorium Speaker— With permanent magnet field has extra jack for multiple speaker operation 
Unconditional Guarantee by Ampro— Against defective maternal and workmanship (The guarantee for lenses. 
lamps and tubes is set by the manufacturer of these item 

For lamps. lenses, screens. splicers, tubes and al] other accessories write Ampro 


The 33 Standard Ampro Projection specifications listed on “silent” catalogue sheets are incorporated on ell 
Sou nd-On-Film Models 





Ash for pres. free demonstration of further information about Ampro's 
silent «ound on-filree and convertible models 


THE AMPRO CORPORATION 
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commplete line of 16 m/m projectors, 
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Complete detailed specifications as above 
appear on the back of each illustration of 
every Ampro model. 





Send for this new 
AMPRO 1938 CATALOG & 


The page reproduced above is typical of the detailed facts 
that Ampro provides in its description of each of its models. 
This articular page shows the sound specifications of the 
recently announced new-powerful 750 watt A.C. operated 
Ampro-sound Model “U” — that lists at only $395 — this 
year’s outstanding value in Sound-on-film projectors! Simi- 
lar detailed, factual descriptions are giver. on all Ampro 
silent sound and convertible projectors. With these facts as 









a basis — rather than mere claims — you are in a better po- © 
sition to judge projector values scientifically. Truly — this 
latest Ampro brochure is a text-book on modern projectors. 
Send for your copy Today! 


“To Business Screen: 
la the establishment of Business Screen, we see 
the final recognition by industry of motion pic- 
tures as a permanent. effective selling tool. Our 
sincerest wishes for your continued success.” 
Axel Monson 
President 
The Ampro Corporation 

























AMPRO CORPORATION 


2839 N Western Avenue, Chicago, Illinois 





Please send me the new 1938 Ampro catalog. I am particularly intrested in 
(CD Ampro 16 mm. Silent Projectors 

PRECISION one p> EQUIPMENT C) Ampro 16 mm. Silent Models that can be converted into sound 

C) Ampro 16 mm. Sound-On-Film Projectors 


\inpre ¢ prarmaet ia 839 N. Western Avenue, Chicago, Ill Name 





Address 


(Ampro distributors are established all over the world. Write for name of dealer most con- 
venient to your locality.) 
BS638 





